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Hakes all kinds 



ne folks like music; others like drama. People have 
I tastes in clothing, in food, in listening, too. To sell 
II, you must reach them through the programs they 
1 to. 

'■C Radio's varied programming offers yon every kit\d of 

* The lady oj the house who enjoys soap operas can 
find them on XBC Radio dramas like MY TRl'E 
STORY and 0\E MAX'S FAMILY. 

* The housewife who eases her daily chores with live 
pop music times in ABC Radio's BA.VDSTA.VD. 

* The men and women who follow world events keep 



and NBC RADIO reaches all kinds 

posted with ABC Radio's XF.IVS 0.\ ll IF. IIOI R . . . 
and the more thoughtful listen to LIFE A VO THE 
WORLD and other analytical programs. 
* Weekenders, relaxing at home and at the wheel, 
enjoy variety on MO.YITOR. 
NBC Radio's varied programming makes sure your com- 
mercials are heard more times hy more different people. For 
a saturation buy that covers every segment of your market, 
nothing matches the effectiveness and economy of NBC Radio, 
where more people hear your sales messages more times. 

People are different. But with all their differences they tan 
still have one thing in common — your product. . . when you use 
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SMALL CITIES & BIG FARMS.. .A MILLION FOLKS 




Vomtki VMm Teh/iM 



KRNT-TV SCORE 
244 FIRSTS 

in 481 Quarter Hours 

(The Sept. 5-11 A.R.B.) 



does it 
in 

IOWA'S 

LARGEST 
MARKET! 



A COWLES OPERATION 



Top Ten Multi -Weekly 



•KRNT-TV Seven Fintj 

*l. Russ Van Dyke News 

*2. Al Couppee Sports 

*3. Don Sol day News 

4. Early Show 

*5. Paul Rhoades News 

6. News 

*7. Garry Moore 

*8. B II Riley Time . . 

9. News, Weather . . 

Sports 

*I0. Gordon Gammack 



te 



10:00 P.M. 
10:20 P.M. 
12:30 P.M. 
4:30 P.M. 
6:00 P.M. 
10:00 P.M. 
8:00 A.M. 
12:00 Noon 
( 6:15 P.M. 
(10:20 P.M. 
6:15 P.M. 



l»erijf Xiti.ig 

40.6 
28.4 
14.8 
12.9 
12.7 
I 1.5 
I 1.3 
10.9 
10.6 
10.6 
9.9 



Top Ten Once-A-Week 




Full Power Channel 8 In Iowa 



♦KRNT-TV Sii Firstj 

♦I. Ed Sullivan 

*2. What's My Lne? 

*3. Gunsmole 

4. Wyatt Earp 

5. Cheyenne 
*6. Playhouse 90 

7. Lawrence We < 

*8. Climax . . 

9. H.t Parade 

*I0 Robert Cumrr ngs 



Ifffjjt l|I.H 

43.7 
40.7 
39.0 
35.4 
33.8 
33.7 
33.3 
33.0 
32.6 
31.8 
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DIGEST OF ARTICLES 

Could tv-radio clip a dip? 

27 l' 1 13 cc °f rni\cd -tock market and economic foroca-t*. admen say 10.>8 
can l>e big // ad budget* stay high and air media arc u-ed effectively 

The high-forehead approach to air media advertising 

30 ^ blue-chip giant applies shrewd engineering thinking to its use of t\ 
radio. Here'- how \T&T -lide-rule planning chalks up real results 

Can e.t.'s do the whole job? 

34 Mus-t praise for the high level of transcribed radio announcement- now 
be tempered by a warning not to forget the "friendly" local personality '{ 

BPA: Picture highlights of second annual convention 

37 ba-t week agency men. advertisers and promotion managers sat down to 
discuss mutual problem*. One finding: imagination outrank- brains 

Fm listening high, study shows 

39 F" 1 users in Philadelphia tune fm more than am during certain hours, 
according to -nrvcy in this month's Radio Basics. ?Set sales up again 
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In Upcoming Issues 

A small business buys advertising success with tv 

Can a "little guy"' get high mileage-to-tbe-dollar in tv advertising? 
Here - bow Vmerican Sponge and Chamois Co., Inc. put the tv medium 
to work, \m-co'- campaign did the-e job>: introduced a new product; 
rai-ed -ale- 12.3T. and -ewed up di-tribution in llie New York area 

On-the-spot survey 

(undid answers from 1»P\ member- on whether they feel overworked, 
underpaid: what they think of their own anil colleagues" performance 
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HEIGHT ABOVE AVERAGE TERRAIN 
DOES NOT ALWAYS MEAN 
MORE COVERAGE! 




NCS 2 




Illinois 



Unduplicated NBC-TV COVERAGE 
4 Unduplicated CBS-TV COVERAGE 



51% MORE UNDUPLICATED 

COVERAGE WITH WOC-TV (NBC) 



Homes* 
TV Homes* 
Farm Homes** 



WOC-TV'S -tS COUNTY MARKET — Population* 

5 19.100 TV Farm Homes** 

i22.SO() Effective Buying Income* 

9". 101 Retail \iles* 



1.6S6.000 



54.912 
S 2. "S" 1 , 5 5 7 .000 

S2.<xr." i i ;,ooo 



*>,ilc* MjfUKcrruTU Nurvcy of Buiing Power — 195^ 
**t. S». Censuv of Agriculture — 195-i 



The Quint-Cities Station 
— DaM'nport and Bclten- 
dorf in Iowa: Rock Is- 
land. Moline and Ea>t 
Moline in Illinois. 



WOC TV 

Channel 6* Maximum Power* Basic NBC 



< »l H I I'a .ucr. 

I'r -.idem 
1 rnt-Ni ( ^jfuk rv 

M jr k \\ iKj'inta 

Ko >j!c< Mji kit 
I'h I I K>. < , K 1 1 I I \ 

w o>n\\ \KI) i\r 

I V 1.1 N|\ I 

\ \ I ION \1 

K! I'KI >l \ r \ I l\ F 



WOC-TV - Dovenport, lowo is port of Centrol Broodcosting Company which olso owns ond 
operotes WHO-TV and WHO-Rodio-Des Moines 
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CHANNEL 7'S "BOOMINtj 

SUPERMARKET 




* 



1/788/361 people 

within THE WS PA-TV 

75 Ml. COVERAGE AREA 



Weavervtlte 



Ashevllle 
Waynesv 1 1 le 

Hendersonvtt te 



Sylva 

Franklin Brevard 



Marlon 

Ruthertordton 
Shelby 
Kings Mtn 



Gastonta 



Tr yon 




Pickens 



c ""°' /w, • GREENVILLE «.m«i 



To cc oa 



Clemson 



A nderson 



Piedmont Wiidrull 



Laurens 




SPARTANBURG 

Greer 



York 



Unlon Chester 



Eiberton 



Clinton 

Newberry 
Abbeville Greenwood 



has more, 
people within 

the 75 mile 
area than — 




*COUNTED POPULATION— A. D. RING AND ASSOC.— 1950 CENSUS 



1,226,924 PEOPLE 

'ITHIN 75 MILE AREA 
OR 

BIRMINGHAM 

1,427,783* PEOPLE 

WITHIN 75 MILE AREA 
OR 

MIAMI 

699,103* people 

W.THIN 75 M.LE AREA 






Channel 7's Coverage Extends Beyond the 75 Mile Area 

National Representatives Ceo. P. Hollingbery 



WSPA-TV 



SPARTANBURG, S. C. 



THE ON 



f 



serving the SPARTANBURG-GREENVILLE supermarket 



NEWSMAKER 

of the week 



Importance of not mirk shoic protnotion came into focus 
litis week iril h I In' elevation of Kenneth It '. Ml by, t \HC, 
v.l>. for public relations, to executive vice president. With 
.»;>% new product on the tv netivork, stress is upon hath 
stepped-up audience promotion and on huildini! up enthu- 
siasm among MIK'/s affiliates over the season's tv lineup. 



kt'iuu'tli W. Bilby began three years ago 




Kenneth If. Bilby 



The newsmaker: 

to establish a policy of good merchandising and show promotion 
as integral parts () f MIC** network planning. As a member of the 
company's executive council lie expects to continue this policy. 

"Network television i> in a highlv competitive era.' Bilby tokl 
sponsor. "It's not enough to have good programing and wait for 
it to catch on. This year we've used even more tune-in advertising. ' 

During the month of August 
alone, NBC-TN ran several hun- 
dred one-niiniite trailers announc- 
ing its new shows. One of the in- 
dustry-firsts initiated bv Bilby this 
fall was a spectacular-sized closed- 
circuit screening of its new pro- 
graming to the affiliates. 

This move helped draw over 100 
NBC TV affiliates into the promo- 
tion effort, with each station con- 
tributing on-air promotion a> well 
as paid advertising to encourage 
broader viewing in their markets. 

As one of NBC T\ s five executive v.p.'s ( Robert Kintner. Charle* 
Denny. David Adams and J. M. Clifford I . Bilby continue? as a 
member of the NBC executive council, which formulate* company 
policy under the leadership of Bob SarnolT. 

"I shall continue to be concerned with our promotional efforts. ' 
Bilby told SPONSOR. "More than ever, the public endorses commer- 
cial tv and all indications point to continuously increased viewing. 
I wouldn't say ratings are not meant for the public but they cer- 
tainly are not meant to be used just for shouting about a show. 
Ratings just serve as one important tool in making buying decision?. 
What influences the public to view one show as against the other i» 
the aura of interest created by the stations and network through 
promotion. ' 

A newspaperman after his graduation from the I niversitv of 
Arizona. Ken Bilby maintains a broad area of interests traditionally 
associated with the journalist. In fact in 1950. he authored a book 
( published by Doubleday A on the problems of the Middle Ea<t. in 
which he served as a foreign correspondent. 

Before joining NBC s public relations and publicity staff. Bilby 
was a public relations executive with Carl Byoir. ^ 



TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 




Now— in many markets— three 
great adventure- action series 
combined into one great o-day- 
a-weck show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market's availabilitv. 




Hurr>".')fl- t •>"• 
be nc» rp^^'vej 
( o d a 1 ' •'• ' » ' 
i hon^ * r pr va f ■? 



Television Programs of America. Inc. 
■iSS Madison Ase . X Y 22 • I'Liza 5 2I0O 



SPONSOR 



9 NOVEMBER 1957 



Overnight, a century-old French novel became a collector's item . . . when it was 
assigned as the first book on New York's first television course for college credit. 

The Neiv York Times reported : "Demand Floods Shops. , . bookstores and libraries 
were in a dither yesterday trying to fill the unexpected demand for Stendhal's 
'The Red and The Black'. Book salesmen reported sellout." In the follow-up rush 
of reorders from booksellers, Random House cleared out an additional 4,000 copies 
of the novel in the next three days. 

But here's the payoff: this mad scramble for a book resulted from a television 
program at 6:30 in the morning! A special Trendex study indicated an audience 
upwards of 74,000 viewers got up before dawn for Dr. Floyd Zulli's first lecture 
on "Sunrise Semester," new WCBS-TV education series produced in cooperation with 
NYU. New York's Daily Neics aptly summed up the excitement : "Channel 2's 
Sunrise Semester Goes to Head of Class." 

"Sunrise Semester" did much more than establish another noteworthy television 
first. It proved that television, expertly utilized, is an invaluable medium for 
the extension of education to the greatest number of people. And that any time 
is good time when it's on CBS Television's key station in New York. . . 



Channel 2 • CBS Owned • Represi ntcd by CBS Ttle vision Spot Sale WCBS-TV 



Lewis and Clark covered a vast territory 




Leaders of the first American expedition overland 
to the Pacific, 1804-1806, Meriwether Lewis and 
Lt. William Clark officially opened to government 
knowledge an immense region of the Far West. 



today 

WGAL-TV covers 
a vast MARKET territory 

3V2 million people 

in 1,015,655 families 

owning 917,320 TV sets 

earning $6!4 billion annually 

buying consumer goods that add up to 
$3% billion annually in retail sales 

It's the coverage that makes WGAL-TV 
America's 10th TV Market! 



CHANNEL 8 MULTI-CITY MARKET 

5 1 \ CP t 'J MtlX 
I ILOOMilUICx"* 



W6AL-I 

LANCASTER, PA. 
NBC and CBS 



ST E I N MAN STATION 
Clair McCollough, Pres. 





316,000 WATTS 



Representative. The MEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 
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Most sifcmfivanl ti and nulm 
nrw\ (if the Hi'i'h uith interpretation 
in depth for husy readers 



SPONSOR-SCOPE 



9 NOVEMBER 

Owyrliht I »57 
tfONIOR PUBLICATIONS 1N0. 



Edgy as si kid Mailing fur teacher tu pass out the report cards, tin- tv indus- 
try hmm bei#u hankering tu sec Nielsen's first sign i lien n I ratings. Now the) are out; 
and this hrondh is what \ou run read into them; 

1) ABC's competitive inroads into nighttime lm*e had a libeling and frag- 
me mixing effect. The scores of the 10 leaders this October are niueli under a \t\ir ago 
(see below). 

2) Two westerns got into the select circle (which is no *urprh>e since thev are too 
numerous to miss). Hut nut a single singcr-in.c. euuld du it, 

3) Madison Avenue didn't panic, though switching already has started. Meantime 

4) Look for a tendency on the part of the networks to hail dissatisfied sponsors 
out. That, too, already is starting. 



As for 


the Top 10, this is 


how they 


line up: 








OCTOBER 19.">7 






OCTOBER 1956 




RANK 


PROGRAM 


RATING 


RANK 


PROGRAM 


RATING 


1 


Gunsmoke 


39.3 


1 


I Love Lucy 


54.4 


2 


I've Got a Secret 


32.5 


2 


861,000 Question 


12.6 


3 


GE Theatre 


31.8 


3 


Ed Sullivan 


41 .6 


4 


Ernie Ford 


31.6 


4 


What's My Line 


35.6 


5 


Hitchcock Presents 


31.4 


5 


GE Theatre 


35,1 


6 


Twentv-One 


30.7 


6 


I've Got a Secret 


35. 1 


7 


Ed Sullivan 


29.5 


7 


Hitchcock Presents 


35.3 


8 


The Line-Up 


29.5 


8 


Red Skelton 


34.8 


9 


Have Gun. Will Travel 29.4 


9 


Croucho Mar\ 


34.3 


10 


Croucho Marx 


29.2 


10 


Jackie Gleason 


33.8 



Although CBS got 9 of the first 15 Nielsen spots, it apparently still didn't like 
what it saw. So it asked Nielsen for a recount. Nielsen reported hack that nothing wa*- 
wrong. 

Meantime the network refrained from circulating the ratings among its salesmen. 



Among the switches and reprieves, note these: 

• R. J. Reynolds' Harbor Master is abandoning the Thursday 8-8:30 P.M. period on 
CBS TV for the ARC TV Sunday 8:30-9 P.M. slot, effective 5 January. 

• Meimcn is switching OSS from Thursday 9:30 P.M. to Sunday 9:30 P.M. on ABC T\ . 

• CBS TV will get Mogen David and Helene Curtis off the hook when the initial 
13 films of Dick & Duchess (Sat. 8:30) are finished. 



If there's any one advertiser category that's loaded with rating worries, it's 
the tobacco companies. 

No. 1 on the apprehension list appears to he Liggett & Myers, whose new season 
obligations are Frank Sinatra. George Gobel, and Club Oasi=. 

R. J. Reynolds* anxieties include Harbor Master. Mr. Adams and Eve. and even the 
Bob Cummings show. American Tobacco is expected to look soon for an escape from 
Bachelor Father. 
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SPONSOR-SCOPE continued . . . 



Top-level agency management is waiting to see how the new integration of 
creative planning at Leo Burnett eventually works out. 

Though theoretically all creative planning is supposed to be integrated (regardless of 
the ultimate medium) the arrangement is having its transitional pains. 

The tendency has been for the tv-radio and the print contingents to huild Chi- 
nese walls around themselves, thus trying to keep their empires as intact as possible. 

The obvious reason: Fear that too much integration will cause loss of stature 
and security. 



More and more Central Labor Councils are carrying fights between local ra- 
dio stations and their announcers to ad agencies. 

Mimeographed copies of resolutions condemning recalcitrant stations are hitting 
Madison Avenue in a steady hail. 

Madison Avenue is wondering when the FCC will drop its other shoe on the 
Barrows report — the one dealing with network programing and talent. 

The question agency men raise is: Will its contents he so explosive that the FCC 
will try to keep it bottled up indefinitely for executive study? 

The Barrows study group had asked for more time to complete the programing sec- 
tion, hoping it could be included along with the report on network time sales practices and 
policies. Meantime, though, the Commission elected to release the latter section by itself 
first. 



Look for a number of major advertisers with multiple grocery and drug prod- 
ucts to align themselves with special programs for the 1958-59 tv season. 

More and more agencies are including the "special effort tack" (which includes the 
periodic extravaganza) in their latest advertising plans. 

The prime arguments they advance: (1) Great for selling the corporate image; and 
(2) effective for catching the "30% who are not regidar viewers." 

Film producers — aware of this line of reasoning — already are preparing for 
it (see 26 October FILM-SCOPE, page 65, and report on TvB's pitch re selling the cor- 
porate image under Associations in News Wrap-up) . 



SPONSOR-SCOPE this week scanned the commercial production sectors in 
Hollywood and found that: 

1) Even though film is more controllable and cheaper, some clients are starting to 
lean the other way. They prefer to spend as high as $5,000 for a live middle com- 
mercial because the spontaneity in a demonstration is worth the money and effort. 

2) The major film studios are lurini more and more Eastern and Midwest 
commercial budgets by sheer aggressiveness and big-name inducement. 

3) One of the biggest orders comes from Chevrolet (Universal has contracted to do 
all its commercials for the next five years), Warner is doing the Kaiser commercials (as 
well as producing Maverick for Kaiser) with Y&R occupying an office on the Warner lot. 

Agency men say that if you're ever in need of citing outstanding tv successes in 
the food field, you'll do well to recall these examples: 

• FROZEN ORANGE JUICES: Markets were having a hard time absorbing this com- 
modity and making it a household habit until tv came along. Mention just Minute Maid, 
Snow Crop, and Flamingo. 

• SWEET GOODS: National Biscuit once regarded its cookie brands as something 
vou jumbled together on a store rack — until it found out from Oreo's tv success that sweet 
goods could he sold as separately-identified products. 

• READY-TO-SERVE FOODS: Processors struggled along until a smart marketer 
conceived of the "television plate" and gave it a saturation ride on tv. 
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SPONSOR-SCOPE continual . . . 



DFS may put The Family Cirrlr (a monthly publication) into spot t\ — if it 
ran be assured a satisfactory weekly flight oiirc a month in tbr markets it wtmU. 

Thr agency lias received assurances from some ri'it# that this new variation of the flight 
technique wouldn't encounter nuieh clearance difficulty. 

Type of campaign contemplated: l);itthne minute and 30-*erond announcements five 
days a week during the flight week. 



National spot tv got a iiiiirh-w clcnmcd In po on the buying front this week. 
Sterling was making availability rails for schedules in a long list of markets (many 
requiring five spots a week). 

The schedules will he divvied iq» among the various Sterling products. 



Lestoil's expansion plans show no signs of letting up. 

Tins week the cleanser was spreading its spot t\ campaign over Michigan, after satu- 
rating Detroit. 

Next states ahead of the Lestoil steamroller are Indiana and Illinois. 



CBS TV stations relations reported this week that it has had good results 
from its clamp-down on affiliates who triple-spot between network shows. 

The network puts compliance to a warning letter issued ahout a month ago a* close 
to 100%. 

The letter pointed out that the triple-spotting stations were poaching on time bring 
paid for by the sponsors of network programs. 

(See 2 November SPONSOR-SCOPE on monitoring activity by P&C agencies in an 
effort to curb this practice.) 

Media people in N. W. Ayev's New York office are in for some hard-to-take 
uprooting: The buving staff is bein»r moved to the Philadelphia headquarters. 

Contemplated advantages for the agencv: Closer contact with the day-to-day prob- 
lems of account executives and the plans board. 

The media buyers were shifted to New York about IS year9 ago. 



Thi9 proposed recommendation by CBS TV Spot Sales to its station^ coubl 
foreshadow a trend: 

Try to refrain from general rates increases during 1 9o8. 

Here's the business status of these stations collectivelv : Their revenue from spot is 
prettv much what it was the \ ear before: but fewer units are being sold. 

SPONSOR-SCOPE asked the media director of a P&C agencv about this situation and 
got this reaction: "It's a wise move. Rates have been creeping up to the point where 
P&G brands that need the tv weight — but can't afford the price — have been switch- 
ing from tv spot to other media." 



Note this current trend on the local station front: 

More and more broadcasters are asserting themselves as forces in forming 
opinion on local and national issues. 

As example, take these events in three distantlv separated areas: 

DALLAS-SAN ANTONTO-IIOUSTON: The McClendon stations cut loose with a 
series of editorials criticizing the Administration on the missile situation. 

MIAMI: WTVJ found out that a nightlv editorial on controversial issues is warmly- 
accepted bv the community, providing it's kept on a sensible level. 

Cleveland: WDOK took a public stand against a law permitting teenagers to operate 
motorbikes on "alreadv crowded highwavs." and it looks a* if there will soon be a move- 
ment to revoke the measure. 
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SPONSOR-SCOPE continued . 



If there's any doubt about the stability of radio's comeback, note this: National 
advertisers are buying insurance for a place on tbe air next summer by placing 
orders six moiitbs in advance. 

NBC Radio has received so many calls for summer availabilities that it's trying to get 
current advertisers to firm up tbeir plans for June, July, and August. 

Two of these new summer accounts — pinpointed on Monitor — are coming out of BBDO. 

Behind the clamor for summer time is tbe Americans' trend to get out of doors — 
where radio alone can keep up witb them. 

That's quite a contrast with the advertiser's appraisal of the medium's value years ago 
when summer was considered something you took a hiatus from. 



This week's reshuffle, of ABC TV's sales echelon makes Thomas W. Moore v.p. 
in charge of sales and gives Slocum Chapin the post of v.p. in charge of client relations. 
Chapin will report to Moore. 

Moore comes from CBS TV Films Sales where he was general sales manager. 



Madison Avenue's "Alices in Punditland" this week got a research companion- 
piece to Imagery Transfer and Subliminal Projection: It's Semantic Differential. 

KDKA, disclosing it had made the first sale via the application of this concept, de- 
fined SD as a technique for "assessing meaning quantitatively with the use of a 
bi-polar scale of words." 

When the verbal sediment has settled, tbe technique aims to tell you what the 
listener — according to sex, age, education, etc. — likes about your station. 



Rep Adam Young thinks that NBC Radio's Joe Culligan is talking through 
smoke-rings when he says an NBC-planned national profile of music and news stations 
will show that 40-60% of the audience consists of teenagers. 

Countered Young to SPONSOR-SCOPE this week: 

The percentage of tbe teenage audience is not important. What is important 
is total audience delivered by the music and news stations as compared to a network 
station's total audience. If one station delivers twice the audience of a competitor, it's still 
a better buy — regardless of composition. 



NBC Radio's takeover of My True Story from ABC apparently has paid off 

in audience and billings. 

The comparison NBC makes to illustrate the point: 

PROGRAM TIME PERIOD NRI REPORT ON ACCUM. HOMES 

Truth or Consequence 10:30 a.m. Aug. 1957 530,000 

My True Story 10:30 a.m. Sept. 1957 1,112,000 

Mutual this week indicated to agencies the sales pattern the Kate Smith show 
will take when it debuts in January. 

The singer's daily half-hour program will be sold in five-minute units, with half of 
them available to national advertisers via Mutual and tbe other half to be sold 
locally. In that way the network assures itself of ample clearance. 

The nationally-sponsored five-minute units will be priced at $1,000 each (time 
and talent). All programs are to be taped in advance. 



For other news coverage in this issue, see Newsmaker of the Week, page 5; 
Film-Scope, page 45: Spot Buys, page 52; News and Idea Wrap-Up, page 55: Washington 
Week, page 63; SPONSOR Hears, page 66; and Tv and Radio Newsmakers, page 72. 
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KPRC TV Houston 




JACK HARRIS 
Vice President and General Manager 



JACK McGREW 
Station Manager 



EDWARD PETRY & CO. 
National Representatives 




If You Sell to Adults 
You Belong on KBIG 

IF THE ABLE-TO-BUY, MATURE 

Southern California!! is your market- 
ing objective . . . you belong on 
KBIG Radio. 

THIS "station with the musical 
memory" deliberately sacrifices the 
transient youth appeal of today's 
top tunes ... 20, 30, -10, 50 . . . for 
the perpetual popularity of yester- 
day's top ten-thousand. 
FROM THE MELODIC WEALTH 
of the last fifty years, KBIG's music 
department carefully programs for 
its disc jockeys a wide variety of 
popular music, colorfully varied in 
time and tempo, vocal and instru- 
mental, standard and novel. Rich, 
modern arrangements of time-tested 
favorites nourish a warm, continu- 
ing bond between the Catalina sta- 
tion and millions of mature, able-to- 
buy Southern Californians. 
PROOF? A new Pulse qualitative 
survey which shows the KBIG audi- 
ence 91% adults, only 9% teens and 
child ren. Your KBIG or Weed rep- 
resentative will gladly bring the 
complete breakdown. 




>3 




i^y KBIG 

\ The Catalina Station 

10.000 Walls 



JOHN POOLE BROADCASTING CO. 

6540 Sunaet Blvd., Lot Angeles 28. California 
Tttephonw. Hollywood 3-330S 

Nat. Rep. WEED and Company 



u 



Timebuyers 
at work 



\ 4 



Sal Agovino, MeCann-Erickson, Inc., New York, says that "some 
stations have recently tried to justif) big rate increases with state- 
ments such as 'we felt all along that our rate structure was out-of- 
line with the market's potential.' We ma; admire such honesty, 
hut we can't emulate this fine austere arrogance in our yearly 
budget planning. A well planned 
budget takes into account the 
possibility of rate increases, setting 
aside a realistic reserve. The per- 
centage of rate increases calculated 
is based upon current market con- 
ditions and stations' past histories 
of rate increases. But this reserve 
is useless when stations up rates 
out of proportion. N^liile night- 
time Class "A" rates are usually 
increased gradually — correspond- 
ing to an increase in tv penetra- 
tion, improved facilities, rise in cost of operations, etc. — many day- 
time and late night rates have catapulted. One station increased 
its nighttime Class "A"' I.D. rate by 15', and its daytime I.D. rate 
by 40'/< . Advertisers using daytime tv must then reduce their com- 
mercial effectiveness 40' i to stay within their budget or pay the 
'in-line' rate. Either wav this could result in cancellation of tv. - ' 



Jerry Seaman, Bert S. Gittens Advertising. Milwaukee. sa\s that 
radio continues to be a good medium for reaching the farmer. "But,"' 
Jerry points out, "it takes a great deal of experience and first-hand 
information to buy effectively. There s no uniform coverage data, 
so you have to combine BMB. SAMS, XCS., .5 mv and mail maps 

from various stations, along with 

personal knowledge and research, 
to get a realistic coverage pattern. 
Ratings by themselves are of little 
value in determining how many 
farm men or women can be 
reached by a particular program. 

or whether 6:00 a.m. is better 

C» than 7:00 a.m. to reach a special 

class of fanner in an area." Jerry 
says that the buyers at Gittens look 
1 for stations they know have good 

histories of farm programing, and 
preferably stations with full-time farm directors. "However," he 
adds, "there's no one formula. The broad network coverage of 
the National Farm and Home Hour works very well for Allis- 
Chalmers. but it takes a different approach to reach tobacco farmers 
in Xorth Carolina for Swift's Plant Food, or the farmers in Wis- 
consin for Rank H\brid Seed Corn. The audience isn't the same." 
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You may have problems 
with a fly rod— 



But ARB proves you're right 

about WKZO -TV 

in KALAMAZOO - 
GRAND RAPIDS 



AMERICAN RESEARCH BUREAU 

MARCH 1957 REPORT 
GRAND RAPIDS - KALAMAZOO 



WKZO-TY is first in 267/o more quarter 
hours than the next-best station — 
327 for U y KZO-Tr. 89 for Station IV. 






Number 


of 


Quorter Hours 


TIME PERIODS 


With 


Hig 


h 


er Rotings 


WKZO- 


TV 




Station B 


MONDAY THRU FRIDAY 










8:00 a.m. to 6:00 p.m. 


143 






57 


6:00 p.m. to 1 1 :00 p.m. 


94 






6 


SATURDAY 










8:00 a.m. to 1 1 :00 p.m. 


50 






10 


SUNDAY 










9:00 a.m. to 1 1 :00 p.m. 


40 






16 



WKZOTV — GRAND RapidS-KalauaZOO 
WKZO RADIO — < al amaZOO-B ATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF.Fu — GRAND RAPIDS kalamaZOO 
KOLN TV — LINCOLN NEBRASKA 

Aitoei«*ed wi*K 
VvwID RADIO — PEORIA. ILLINOIS 



NOTE: Survey hosed on sompling in the following propor- 
tions — Grond Rapids (42.8%), Kolomazoo (18.9%), 
Muskegon (19.8%), Bottle Creek (18.5%). 

WKZOTV 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 

Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 

Avery-Knodel. Inc.. Exclusive National Representatives 
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In CENTRAL J 
WASHINGTON J 

1 we're moving J 
a Bumper ?l 
Crop of Apples l<\ 
to the 
National 
Market 



This means an 
extremely vigorous 
agricultural economy 
added to our year 
round industrial ac- 
tivity. 



5000 w 



WENATCHEE 



560 KC 



WASH. 



is right smack dab in the mid- 
dle af this farm and industrial 
areo, separated from Seattle 
and Spokane by MOUNTAINS 
and MILES. Better earmark some 
of yaur ad budget far the agri- 
cultural heart af the Pacific, 
Northwest with KPQ, Wenatcheer 
Selected programs from 3 nets, 
plus local programs, news, and 
seasonal sports. 



by Bob Foreman 



Agency ad libs 



Tv tune-in ads: a critique 




\ conscientious columnist would substantiate 
as well as detail the following statement. I will 
do neither. The statement is that — many more 
thousands of dollars (than ever I are being 
poured into tune-in advertising. 

Certainly as 1 look at the daily newspapers. 
I get the impression that this season was 
launched with the most comprehensive space 
campaigns I ever saw. In addition, the advertisements themselves 
seem to be larger. And since the stakes (success on tv) are higher 
than ever this year with three networks locked in semi-mortal com- 
bat, I can substantiate m\ comment on the grounds that the monei 
spent is justified. 

The season's opening is. of course, the best time to attract atten- 
tion to new properties as well as to re-establish those that are return- 
ing from their summer siesta, whether a different property or rerun 
was enjoying the warm weather in the time slot. Hence September 
and October have already experienced the bulk of the dollars to be 
spent in advertisements to announce new shows. Hut since there are 
so many one-shots, of varying degrees of spectacular-ness scheduled 
throughout the year, it is safe to assume that the medium will wit- 
ness heavy year-round use of newspapers to herald what's coming 
up for lucky viewers. One-shots, obviously, more than the regular 
tenants I which can build a habit I need every outside stimulus pos- 
sible to attract the dial-twisters. Tune-in ads call attention to shows 
and it is not possible to count on reviewers to do this job for free 
even in the one-shot classification. Which brings me to the nub 
of this piece. 

Does art technique <lo the job? 

Naturally, it is the network which invests most of the mone\ that 
goes into ads-to-attract-viewers and all three networks have shoul- 
dered this burden manfully. In addition to being generous with 
their money, thereby permitting scope in the campaigns created, each 
has attempted to achieve, in its print efforts, a personality of its own. 
a distinctiveness to run through all its advertising whether that indi- 
vidual advertisement touts a 7:30 comedy or a 10 p.m. heavy drama. 
\BC has characterized its advertising portrait with a special photo- 
graphic treatment (mezzotint, it's called). This campaign has a 
scratch-board look to it, a line-drawing effect which still manages 
to be rather literal. When you see Dinah Shore or George Gobel 
pictured in an NBC ad in this style you do get the idea who they are. 
However, I must find fault, not with the attempt to be different 
which this art-treatment certainly achieves, but with the wav it at- 
tempts realism and misses: not by much, hut it does miss! Also I 
question whether the "difference" — hence the personality — created 
by this art treatment is not achieved at the expense of quality. To 
me. a scratch-board look is a cheap look. 
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National Reps: 

Forjoe & Co., Inc. 

Seattle A Portland Reps: " ^ 

Art Moore & Assoc. , 

National Sales 

Pat O'Halloran / 
NOrmandy 3-5121 
Wenatchee 1 

WE GUARANTEE ^ 

to outpull all other North 
Central Washington media y % 
2 to 1 ' 



Oregon \s //rst television station 
Portland, Oregon 

7 o 



announces the appointment of 

The 
Katz 
Agency 

Inc. 

as national representative 



effective 
November 15, 1 957 
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stations in 
all surveys f 

6 am to 9 pm A I 

average share 

KOBY 10,000 wafts \ 

July August I .■ 

PULSE: 

Weekdays 15.3, Sat., 16.7, Sun. /\/ 
17.3 averages 6 am to midnight / jy"^ 

August-Septemtei f 

HOOPER: 

Weekdays 7 am-noon 18.1. noon 
6 pm 29.4 share of audience 

NIELSEN: <V* 

22,520 rating 6 am to 9 cm 
REPRESENTED BY PETRY 

K0SI ^ 

5,000 watts 

August-September 

HOOPER: 

28.0 am, 29.2 pm share 
June 

PULSE: 

16.3 average share 6 am-6 pm 
REPRESENTED BY FORJOE 

WGVM 

* \*^C~\ in Greenville, Miss. 

No. 1 in both 
HOOPER & NIELSEN 
See: Devney & Co., 
Inc. 

} \\ MID-AMERICA 
°J] BROADCASTING 
COMPANY 





Tht- C15S print-approach to tune-in ads in addition to u e)e-ads" is 
1)\ wa\ of super]) Bouche caricatures. Here a brilliant artist has 
provided a Daumier touch which, with a single line, portrays the 
most essential \ isual characteristics of a Jack Benny or a Red Skelton. 

On the other side of the coin though is a brickbat. To ine this 
st\le is far too subtle, this treatment and over-all appearance far 
too placid to compete with what surrounds it on the newspaper page, 
both editorially and advertising-wise. Daumier would never have 
made a good calendar artist. This sty le may very w ell be too good 
to do the job the technique is being selected for. I. as a follower of 
Roualt and Matisse, find it delightful but as an ad man. I question it. 

Movie men found the answer 

Which brings me to ABC. This network is using what I feel is by 
far the most practical, the most efficient and the soundest of print 
techniques to achieve its goals. I say this without prejudice since I 
personally have nothing at all to do with the preparation of these 
efforts and see them only as they appear in the papers side by side 
with Bouche and scratch-board and news photos and viewing logs. 

It is a theater marquee approach — rapid, flamboyant, exciting. 
This is its personality which runs through the campaign offering a 
stopper-technique and commanding attention on every page. In 
addition it provides sufficient flexibility so that each unit of space 
can do something specifically exciting for the specific show in a 
most literal fashion. Sometimes line drawings are combined with 
big half-tones in silhouette. Sometimes the whole ad is a squared-off 
half-tone. There's a family resemblance to all the ads — yet each 
creates a special aura for the particular show it represents. 

If we can learn anything at all from the makers of feature films, 
it is how to advertise entertainment. In my opinion, ABC has learned 
its lesson best. Maybe this is one more reason why they are moving 
up toward the head of the class. ^ 



"An adman ad-libs on tv 



A 192 page book of selected Foreman columns from 
sponsor, released by Hastings House, Publishers, Inc.. is 
now in your bookstore. Bob's pungent commentaries on the 
broadcast industry and his keen analysis of its problems 
are illustrated by Al Xormandia. 

The book's eight chapters deal with : 

The agency and its denizens; 
Nuts, bolts, commercials; 
The audience, confound em: 
Sponsors, the care and feeding of: 
The fine art of video: 
Research — if you can call it that: 
The one without pictures radio: 
Color or hue. whew ! 
It adds up to an encyclopedia of entertainment and in- 
formation. 192 pages, illustrated, retails for $4.50. 
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GOOD 




Familiarity — the Schlitzway — breeds customers. 
Why not follow suit? Pyramid the power of your 
TV commercial by adding to it the permanency 
of print. Expose your product to 12 million 
televiewers who turn to TV GUIDE night and 
day all week long. And look for more than 
TV GUIDE's noted multiple reader reference — 
ask your TV GUIDE representative to tell 
you about color and costs, too. 




Circulotion Now 5,300,000 
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News and views for women in 
advertising and wives of admen 



Our 



Women's week 



cup 

overfloweth! 



Our boys did it again! 
This time three 
Golden Mike Awards 
from the Radio-TV 
News Club of Southern 
California. More than 
any other L. A. radio 
station received. 

» To Tom Harmon, CBS 
Radio Pacific Network 
Director of Sports, for 
"Best Radio Sports 
Reporting". 

I To Carroll Alcott, KNX 
Radio newscaster, for 
"Best Radio News 
Analyst". 

i To KNX Radio Manage- 
ment for "Support of 
Most Aggressive News 
Policy". 

Yes, our cup over- 
floweth. What CBS 
News is nationally, 
KNX News is locally— 
the best there is! 

If a news program is 
your radio showcase, 
you can't do better 
than with KNX News. 
The public thinks so 
and the experts agree 
— again ! 



KNX 




ntPRtStrUEO BY CBS RADIO SPOT SALES 



Wonicii liroa(l<'<i.4ter.< of Pennsylvania: It's no accident that the 
two major topics discussed at the 25-27 October convention of the 
\\\ K'l Chapter of Pennsylvania were: 111 hotter salesmanship for 
women broadcasters and (2) more effective showmanship. This 
chapter has been one of the most active radio-tv associations this 
\ear, large!) due to its members" aw arenev of air media problems. 

One suggestion, which had come up at previous meetings, was 
again raised at the convention: To organize AWKT into a clearing 
house for both editorial and advertising information. 

As was pointed out in one afternoon panel: '"Women newspaper 
and magazine columnists can emplo) clipping services to gather 
editorial matter. But women broadcasters, who are at least influ- 
ential as their print media counterparts. Iia\e no organized channels 
for exchange of program formats, suggestions and editorial improve- 
ments. That's where AWBT's challenge lies in 195»>." 

SI'onsok invites women broadcasters to send this column their 
suggestions for wa\s to organize state chapters into an effective 
information source. 



Woman driver: Americas economists agree that "today's woman 
is the most.' She's the most active consumer of virtually an\ product 
now on the market. 

Most recent addition to this fact: The importance of women a? 
buyers of gasoline is increasing, according to a General Petroleum- 
sponsored stnd\ of gasoline sales. 

In 1950 there were 15.1 million women drivers in the U.S., or 
24 r ? of the total number of drivers. 

D\ 1956 the figure had jumped to 29.6 million, or 38 r ? of total. 

Nonetheless, to date, on!) half of the women drivers buv the gaso- 
line themselves. One of the reasons coming out of a Stromherger. 
LaVene. McKenzie word-association test is the fact that men and 
women both associate gasoline with men. 

Suggestion from an agenc) wag: "Never mind the 'Cold Octane. 
Make it smell like French perfume." 



"Little woman" wants glamour: Gone are the days in Ameri- 
can cookery of "the plain steak and apple pie." according to a house- 
wares industrv survev bv packaging and design-merchandising con- 
sultants Alan Herni & Associates. The simple, unadorned fact is 
that the housewife today sees herself as more than a cook. 

Sa\s \B\ president Alan Berni: "Today's homemaker is anxious 
to express her position as pivot of the home in a new v\av. She 
now wants to be looked upon as creative and contemporary , imagina- 
tive and inspiring — rather that just the family nourisher. As such, 
her home, and especialh her kitchen, has become a showcase setting 
for her new role. This is win you find knife and spice racks, copper 
pots, and platters hung like pictures in kitchens with only seven 
out of 10 women usinir them!' ^ 
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YOUR BEST PRODUCT IS 

YOU 

. . . sell i/oiiiwe/f f/irotf<//t titforiiMif ton and education 

Sfje &abto anb Seletrigton 
€xecuttbe£ ^>octetj> 

presents the 1957-58 

Time Buying and Selling Seminar 

NOVEMBER 12, 1957— MARCH 11, 1958 



Sixteen Luncheon Sessions . . . 


Lively and Provocative 


Outstanding Speakers from th 


e entire industry . . . 


Hotel Shelton 


Tuesdays — 12:15 p.m. 


Lexington & 49th St. 


Registrants — $3.00 


First Session Nov. 13 


Non-Registrants — $4.00 


Send with your check NOW to: 




TIME BUYING & SELLING SEMINAR 


NAME 


RADIO & TV EXECUTIVES SOCIETY 


FIRM 


HOTEL BILTMORE, 43RD & MADISON 


ADDRESS 


NEW YORK 17, N. Y. 
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THREE'S A CROWD 

You bet three's a crowd when your radio spot is jammed 
in with two other spots back to back. Your spot loses its 
impact. . . You just can't tell your story impressively. 
DEMAND GUARANTEED SEPARATION - Stamp out 
multiple-spotting. 

OUR PLEDGE TO YOU 



GUARANTEED 
SEPARATION 

All Announcements Will Be Separated From . . . 

1. All other commercial 2. All competitive 

announcements by time announcements 

for one complete musi- by at least 15 

cal selection.* minutes. 



"Except 10 second/ quarter-hourly time signals. 




This is not a new policy with 
WOLF. It is the proven sales 
formula that has brought in 
consistent renewals through 
the years from pleased clients 
representing top national ad- 
vertisers. 



We never had it so good — why spoil it. 



RATING for RATING . . . 
RATE for RATE 
in CENTRAL NEW YORK it's- 



National Sales Representatives 
THE WALKER COMPANY 




SYRACUSE, N.Y 



49th an 
Madisor 



Competitive data problem 

Your Sponsor Asks department in the 
12 October issue was both interesting 
and timely, and the responses of the 
panel left little doubt about the need 
for competitive data, especially in the 
spot radio medium. Unfortunately, in 
every major product category there are 
two or three leading advertisers who 
refuse to allow their agencies to di- 
vulge this information and consequent- 
ly no category is really complete. 
However, a short time ago we were 
given an opportunity to conduct two 
radio station surveys in separate prod- 
uct categories. We were extremely 
gratified by the responses, because dur- 
ing the course of the surveys we gained 
a first-hand view of the massive vol- 
ume of questionnaires which stations 
and representatives receive. Many of 
these questionnaires duplicate each 
other and because of the problem of 
time and personnel involved it is small 
wonder that stations and representa- 
tives are at times reluctant to respond 
to these requests. SPONSOR performed 
a real service in presenting this ques- 
tion for discussion. 

James M. Boerst, owner, 
Executives Radio-Tv Service, 
Larchmont, N. Y. 

Rebuttal from a critic 

Aw, come off it. will you! 

Damn the critics of the Critics, too. 

"Critics have done their best to cry 
panic" this season. So you pick four 
New Yorkers as typical of the whole 
tribe of us. You compile a box score 
showing that between them they wrote 
113 reviews. Of that number 24 you 
call good. 38 so-so and 51 bad. 

Not onlv that, you grade us on our 
judgement of the run-of-the-mill shows. 
You leave out the big specials. You do 
not grade us on Bing and Frank. 
Queen Elizabeth. World Series, Green 
Pastures. Omnibus or See it Note. 

I defy you or anyone else to take 
critical reaction to 113 run-of-the-mill 
movies, books, concerts or plays and 
find 22 r '( good reviews and 54% at 
( Please turn to page 24) 
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Why International Milling's Advertising Manager 



Prefers Crosley WLW Stations for Robin Hood Flour 



"We use WLW Radio and TV Stations 
for a number of reasons - top 
talent, excellent market coverage, 
and important merchandising. Coop- 
eration covers all phases of product 
promotion and goes far beyond the 
usual media-client service. The 
Crosley Stations' close contact 
with trade personnel and their 
willingness to cooperate with 
our local representatives 
add an important plus 
to our advertising!" 





Robert E. Thompson^ 
Advertising Manager, 
International Milling Company 



Like Robin Hood Flour, you'll get top merchandising service for your 
products on the WLW Stations. So before you buy. always check first with 
your WLW Stations' Representative. You'll be glad you did! 



WLW WLW-T WLW-C WLW-D WLW-A 

Radio Cincinnati Columbus Dayton Atlanta 

Network Affiliations : NBC; ABC, MBS Sales Offices: New York. Cincinnati. Chicago 
Sales Representatives: NBC Spot Sales: Detroit. Los Angeles. San Francisco 

Bomar Lowrance & Associates, Inc.. Charlotte, Atlanta, Dallas Crosiey Broadcasting Corporation 



. a division of 




49th & MADISON continued 




is no iv the. 



NUMBER 1 



cost per thousand station* in 




*Get the facts from our representatives. Get our prices, merchandising plans, program ingenuity. 
Get concentrated impact for sales profit on WSRS. Most everyone listens to the Ail-American 
Family station 'round the clock for the Metropolitan Voice of Greater Cleveland featuring Local- 
World-Community news, plus plenty of luscious music, the top tunes from national and local surveys. 

Represented Nationally by Bob Dore Associates, 420 Madison Avenue, N. Y., PLaza 3-8370. 



always 



out 





1480 KILOCYCLES • NON-DIRECTIONAL 



1000 WATTS • DAYTIME • INDEPENDENT 
529% Crockett St. - Shreveport, Louisiana 
REPS.: National FORJOE & COMPANY — Southern CLARKE BROWN COMPANY 



mm 



least so-so. I don't mean "Around the 
World"' "Friendlv Persuasion" and 
"Ten Commandments." 1 mean grade 
the critics on "Gunfight at Broken 
Lance. Neb." and the other B pictures. 

You also quote somebody as sav ing 
that no one pays am attention to the 
critics anyway, and then you say that 
we haven't the abilitv to judge a show. 
You wu>t he wrong somewhere, he- 
cause v our box score indicates either: 

1. Someone paid attention to us, or 

2. We came prettv close to audience 
reaction. 

Restless Gun opened to a 26.5 Tren- 
dex, got three so-so and one had re- 
view and dived to 20. 

Suspicion drew a 19 and four had 
reviews. Next Trendex, 15. 

Eve Arden drew a 16, two had re- 
views and a so-so and dropped to 9.7! 

Wrnchell upped the Trendex after 
favorable rev iews. 

Real McCoys got a split decision and 
almost a 50' i Trendex hike. 

Wagon Train got generally good re- 
\ iews and a boosted Trendex. 

Now about this business of ill- 
trained critics. Bob Sarnoff and a few 
others have had at us on that score. 
Someone said ship news reporting 
didn't qualify one to be a tv critic. 

1 don't recall / ariety ever having 
covered ship news, vet their critics 
gave 19' t good reviews. The ship 
news refugees on the World-Telegram 
and the Daily Xeus gave 25'T and 
W r/ < good reviews. Certainly that 
doesn't indicate bias on the part of 
those of us who are outside the tv 
business. If it takes qualifications to 
produce a good or so-so review then 
what happened to Variety? Or what 
ships did thev cover? The New ) ork 
Times gav e only 14' < good reviews, 
but thev write for perhaps a more 
critical audience than most of us. 

And 1 challenge v ou or anv one else 
to tell me that of the shows you list in 
vour box More more than 30 r r de- 
served good reviews! 

Certain I) we are not all competent, 
bv anv means. Nor are we all compe- 
tent in all fields covered bv tv. 1 do. 
however, resent on behalf of a group 
of eve-watering, sincere and honest 
critics a general charge that we are 
biased and bitter. Especially whenvou 
trv to prove it with figures which 
prove the exact opposite. 
Bill Ladd. 

"Dammed Tl critic. 
The Courier-Journal, 
The Louisville Times. Louisville 
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Radio Chicago Radio Memphis 

WM® WMPS 

REPRESENTED NATIONALLY Bl RADIO-TV REPRESENTATIVES. INC 
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'Out- 
dated 
data!" 



You'd think by now that all radio stations in Miami would have 
accepted the fact that XCS =2 can have Xo Current Significance. 
Xot because the figures weren't valid — but because thing's have 
changed since the spring of 195G. It wasn't 'til October 1956 that 
WQAM became a Storz Station and made a quick runaway with- 
out a L'ive-away. Current Hooper: WQAM first with 42.1%* all- 
day average. Metro Pulse gives WQAM decisive first position. So 
does a brand new Southern Florida Area Pulse which accounts for 
the listenim: preference of 31.51 of the State's population. So 
docs Trendex. 

Let CM. Jack Sandler, or thelA#^ A llll 

Plair man show you why it 
takes nnr data to buy Miami™ ri _!"^ 
radio with assuranee. 



all of Southern 
Florida with 5.000 watts on 
560 he... and h'adw —1 in... 



a.m. 6 p.m., Monday-Saturday MIAMI 







TATIONS 

TODAY'S RADIO FOR TODAY'S SELLING 

">D STORZ, PRESIDENT • HOME OFFICE: OMAHA, NEBRASKA 



WDGY Minneapolis St Paul 

REPRESENTED BY JOHN BLAIR &. CO. 

WHB Kansas City 

REPRESENTED BY JOHN BLAIR & CO. 

WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 

WQAM Miami 

REPRESENTED BY JOHN BLAIR A CO. 
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Could the air media CUP a dip? 

* 
« 

Tv radio ran slop-gap a slow-down, say admen, if ( 1 ) elietits 

uiaiutaiii level of ad spending: (2) use media more effieenlly 
through pro-testing, shared commercials, greater frequeney: (3) stress persuasive sell 



W hat s ahead for advertising at a 
time when man) businesses are level- 
ing oil and or feeling ;i profit pinch? 

If \ou a>ked that question 20 a ears 
ago. nian\ would have answered: 
"Budgets will have to he cut.' 

But this week as sponsor made the 
rounds of top-level admen, presidents 
of agencies, media executives and mar- 
keting specialist there were few who 
predicted an\ cut-hack in advertising 
expenditure. But a change in stratearv 
for mam firms nia\ lie directh ahead. 



This theme in particular recurred 
that the methods of communicating 
with the consumer are so Iiiglih devel- 
oped today as to constitute a 'Secret 
weapon ' in comhating a recession. 
Perhaps more than previou~fv, the 
focus will he upon the air media, hut 
the watchwords of the das are < 1 I 
co-t efficient) . <2i fa-t sale- effective- 
ness. 

Hie boom in both spot and network 
radio this \ear is interpreted by some 
admen as a tip-off to the greater cost- 



eon-eioit-ne — of client-. Others feel 
that t\ i- heading for increased billing 
as -filing continues to become harder 
and more competitive. 

Here are the highlight- of knowl- 
edgeable ad\erti-ing thinking and pre- 
diction- toda\ : 

• 5ophi-ticated blue chip ad\er- 
ti-er- w ill maintain or increa-e their 
adverti-ing effort in the next \ear. 
Their theorv : If their competitor- cut 
budgets in the face of lower sales pre- 
diction*, the adverti-er who keep- up 
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Clients predict continued spending 

for air media, but warn against excessive 

further talent and time cost increases 



his effort will be able to increase his 
share of the market. 

• \ll advertisers are expected to 
ride herd harder than e\er on their 
campaigns. The\ will expect each 
medium to paj out faster than in years 
of easier money, or the\ will shift 
strategy . 

• I se of air media on the part of 
smaller or marginal advertisers will lie 
more concentrated. In other words, a 
small-budget ad\ertiser will be less 
likely to split hi? effort between net- 
work and spot or tv and radio. '"Tins 
is no year for experimenting or 
spreading budgets thin." said the ad- 
\crtising director of an appliance firm 



spending between SI million and $1.5 
million in 1957. "In these times of 
harder selling, you pick your medium 
and get the maximum frequency im- 
pact out of it." 

• Car advertisers are using more 
television than ever. This is their most 
crucial year since mass change-over of 
models in 1953. Sales predictions 
range between 5.8 and 6.3 million for 
1958 and the competitive battle is on. 
With the eyes of the entire economy 
focused on the car business, the next 
three months are the ones to Match. 

''We have to sell harder than ever 
right now," a General Motors v.p. told 
SPONSOR. "The three years of install- 



ment-paying that resulted from the car 
industry s best year are up now. so 
people should bu\ ." 

General Motors, the only one of the 
three car giants to experience a drop 
in profits in 1957, ha? intensified the 
network effort of main of its divisions. 
(See 5 October 1957 spo.nsok, "Will 
air power win the battle of Detroit?"! 

• Clients want to be more sure of 
results before they go on the air. Thev 
demand more pre-campaign copy test- 
ing, more media research and more 
scientific reassurances from their agen- 
cies. 

"We re in an era of proved rather 
than intuitive creativity." say? K&K 
senior v.p. Maxwell l ie. "TTiis demand 
for research relates to the basic pres- 
sures for performance. Alert agency 
management today stresses the safe- 
guards prior to actual market-place 
performance." 



What lO companies will do next 



sponsor polled advertisers at the 28-30 October ANA Convention to deter- 
mine their outlook on 1958. size of advertising budgets planned and type 
of media strategy to be used in case of drop in sales. These 10 companies 
-panning a wide cross-section of products provide some insight into the 
thinking of top-level admen. Most sophisticated advertisers today talk of 
stepping tip advertising expenditures in times of over-all sales dip to 
increase their share of the market. Major package goods companies plan 
to put more new products on the market to boost their total sales, pre- 
dict that network and spot tv will continue to play big role in new product 
introductions. Durable goods advertisers, who're faster hit by drop in 
consumer income, are divided in views: Larger-budget clients stress the 
importance of maintaining advertising impact at the time of slow-down. 



a 
t 



COSMETICS 
spending $l-$2 million 

1. Sales this year: up 

2. If 1958 sales dip. ad 
budget would: stay same 

3. If selling becomes harder, w e would 
tend to use more: tv 

4. Media now used: 

Network tv x Spot tv 
Magazines x Spot radio x 
Newspapers x \etwork radio 



APPLIANCE 
spending less than SI million 

1. Sales this year: down 

2. If 1958 sales dip. ad 
budget would : be cut 

3. If selling becomes harder, we would 
tend to use more: undecided 

4. Media now used: 

"Network tv Spot tv 

Magazines x Spot radio x 
Newspapers x Network radio 



HOUSEHOLD 
spending $l-$2 million 

1 . Sales this y ear : up 

2. If 1958 sales dip, ad 
budget would : go up 

3. If selling becomes harder, we would 
tend to use mote: tv, magazines 

4. Media now used: 

Netw ork tv Spot radio 

Magazines x Network radio 
Newspapers Co-op news- 

Spot tv papers x 



DRUG 
spending S3-$5 million 

1 . Sales this y ear: up 

2. If 1958 sales dip. ad 
budget would : be cut 

3. If selling becomes harder, we would 
tend to use more: tv 

4. Media now used: 

Network tv x Spot tv 
Magazines Spot radio 

Newspapers Network radio 
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• Durable goods h.I\ «*i alvvavs 
llir h rsl to lie affected I > \ ain slow- 
down in consumer bmiug, have broken 
with the traditional view fee tin* 1 1 1< >-t 
pail: In pre-lv tl<i\». ii di|> in sab** 
Used In mean an automatic cut in ad- 
vertising budget. I lie uiajoiilv of 
hard-pond* advertisers interviewed bv 
sponsor, as well as their agencies, rc- 
lleet a iinaniiuiilis intention to keep 
budget* at their 1957 level or even add 
inonev for intensified efforts. I See 
sample respondents on these pages. I 

• Shorter-term air media eonlraels 
will he the going trend. This pressure 
for shorter commitments began to 
emerge out of fall network inning 
patterns. It is also rcllecled in spot, 
according to reps polled bv SPONSOR, 

"W'e see a number of advertisers 
coining into spot tv right now because 
of its llexibilitv , and the abilil) to solve 
local problems In concentrating their 



dollar* in kev markets." ^av^ l.lovd 
Crillui. v.p. of Peters, Crillui \ Wood- 
w a nl. 

hall 1957 is active, mt»M rep* told 
sponsor, but it's «.tai t-aud-*lop busi- 
ness. 

• 1 lard-sell commercial copv in I').")!! 
will have these characteristics r It will 
lend to stress long-lasling values and 
eeouoinics of durable products. It will 
In* more pre-lested than am connuei- 
cials in air media hi*lon . 

"And it will lie harder to sell to the 
client." the cop\ chief of one of the 
lop five agencies told sPONsoit can- 
didlv. "Another and unfortunate trend 
that's beginning to rear its head is the 
nervous advertiser who want* to 
change his campaign theme with even 
competitive switch. Experienced tv ad- 
vertisers realize that a good campaign 
is ustialh effective for mam months." 

• New products are expected to 



-1 1 1 1 1 1 1 1 .■ 1 1 * spot t\ and spot ladio hillings 
throughout tin- vear. \dinen antx ipate 
that inajoi clients will put lem-wed 
clToit into new piodiK'l intiodiK lion. 

"Main large companies niav feel 
next vcai could be a good veai to in- 
troduce new products in older to bol- 
ster over-all sales.' sav- |\\ I president 
Noimaii Nroii-e. 

\j;enc\ marketing men point out 
that giant advertisers tend to u-e new 
product introduction in a vvav parallel 
to the Cov eminent s spending policv. 

"Kxperienced clients vvho have nev. 
products waiting to sustain their -ale- 
v. ill introduce new product- with -nb- 
-leulial budgets when there's a period 
of leveling oil. and mav bold hack on 
new product introduction when hn-i- 
nes goes well." -avs \rlhiir 1 ellon. 
Cunningham \\ abb marketing \.p. 

• Clients predict that 105!! will be 
I /'least' I urn to jtdfit- d(>i 



FOOD 

spending S7-SI0 million 

1. Sales this vear: up 

2. If 1958 sales dip. ad 
budget would: stay same 

3. If selling becomes harder, we would 
lend to use more: newspapers 

4. Media now used: 

Network tv Spot tv x 

Magazines x Spot radio x 
Newspapers x Network radio 



FOOD 

spending S7-SI0 million 

1 . Sales this \ ear: up 

2. If 1958 sales dip. ad 
budget would : go up 

3. If selling becomes harder, we would 
lend to use more: spot tv, spot 
radio, newspapers 

4. Media now used: 

Network tv Spot radio x 

Magazines x Network radio x 

Newspapers x Outdoor x 

Spot tv x Car cards x 



PA I' EH 

spending S7-SK) million 

1 . Sales this v ear : up 

2. If 1958 sales dip. ad 
budget would : go up 

3. If selling becomes harder, we would 
lend to use more: tv 

4. Media now used: 

Network tv x Spot tv x 
Magazines x "*pot radio 
Newspapers x Network radio 



DUKAI5LE COODS 
spending 31-82 million 

1. Sales this vear: same as last 

2. If 195,°, sales dip. ad 
budget would : go up 

3. If selling becomes harder, we would 
lend to use more: tv, magazines 

4. Media now used: 

.Network tv x Spot tv x 
.Magazines x Spot radio x 
Newspapers x Network radio 



METAL 
spending ,$2-$3 million 

1 . Sales this \ ear : up 

2. If 1958 sales dip. ad 
budget would: stay same 

3. If selling becomes harder, vv e vv ould 
tend to use more: co-op 

4. Media now used: 

Network tv x Spot tv x 
Magazines Spot radio 

Newspapers x Network radio 



M AN F FA ( H V H E H 

spending over $10 million 

1. Sales this vear: down 

2. If 1958 sab- dip. ad 
budget would: stay same 

3 If selling becomes harder, we vv ould 
lend to use more: magazines, 
newspapers 

4. Media now used: 

Network tv x :*pot tv 
Magazines x Spot radio x 
Newspapers x Network radio 
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UTILITY GOLIATH 
'ENGINEERS' ITS 
AIR ADVERTISING 



No crystal hall gazing for AT&T, parent of 
world's largest public utility. It uses research, 
testing and systematic promotion to make its 
advertising (1) sell services (2) huv scientists 



Recruitment of scientific personnel is a prime aim in AT&T's advertising. 
Hell System Science Series commercials feature engineers at work in Bell labs 




American Telephone and 
Telegraph, where science 
plays the ke)note role in 
•«S£mtjed5$^ everyda) business, engineers air 
media advertising and its promotion as 
carefulh as if planning a new. nation- 
wide communications network. 

Big-business AT&T (almost $6 bil- 
lion operating revenue in 1950 from 
its 20 affiliated Hell System com- 
panies), has two goals in its hroadcast 
media advertising: (1) selling several 
hundred multifarious services ranging 
from colored telephone to long dis- 
tance calls: and (2) recruitment of 
sorely needed scientific research and 
technical personnel to carry out the 
long-range Hell System development 
program. 

Three shows are sponsored by AT&T 
to meet the aims: 

• Hell System Science Series, hour- 
long color "spectaculars" on the sci- 
ences, (four showings slated this sea- 
son, two aired last )ear). 

• Telephone Time, half-hour dra- 
matic segments on ABC TV 9:30 p.m. 
Tuesdays. 

• The Telephone Hour, highbrow 
music program heard over NBC Radio 
9:00-9:30 p.m. Mondays. 

Highly systematized promotion of 
the tv/radio entertainment by the Bell 
System affiliates has been a hig factor 
in its success. And AT&T and its 
agency, N. W. Aver, spare no effort 
in providing the subsidiaries with both 
the product and the means for promo- 
tion. 

The blue-chip firm's engineering ap- 
proach to tv advertising is best illus- 
trated in the planning behind the Bell 
System Science Series. The series made 
its 1957-'58 debut o\er NBC TV at 
9:00-10:00 p.m. Friday. 25 October, 
with The Strange Case of the Cosmic 
Rays. 

The concept of a science-format tv 
show was a radical departure from the 
norm back in 1951 when planning first 
started on the series. 

Why then did conservative AT&T 
elect to use science as subject for a tv 
presentation? The engineering princi- 
ple of designing a product to suit the 
needs dictated the reasons: (1) the 
company sought a program that would 
bear the same integrity and distinction 
as its Telephone Hour on radio: (2) 
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popularizing science would help to at- 
tract youngsters into it> fields: 13 1 
there never had been a large-scale ef- 
fort to treat science on tv — the pio- 
neer who first did it well would gain 
nation-w ide recognition. 

The clincher reason: 

• A well-prepared science show 
would have a life after tv; it could be 
shown to millions of school students 
and thousands of interested organiza- 
tions by Hell Sv stem companies across 
the nation. 

AT&T would reap twofold benefits 
from this: (li students would be in- 
fluenced toward science as a lifetime 
career, making more technically edu- 
cated people available for future Hell 
System employment: (2 1 the science 
series would be amortized to an un- 
predictably low cost-per-1.000. (Bell 
System identification as "sponsor" is 
included in all of the films.) 

This unique, double-edged use of a 
tv presentation already has paid off 
big for AT&T. Our Mr. Sun and Hemo 
the Magnificent, last season's science 



shows, will be viewed at special film 
showings by seven and one-half mil- 
lion people by the end of I957. I about 
six million of them students!. \nd 
there is absolutely no telling bow mail) 
tens of millions will see these color 
films at special showings in future 
years. (Sun and lleino also will he re- 
run on tv this season.) 

W ith the decision made to use sci- 
ence as subject. AT&T set precision- 
engineered standards for the -ei ie-. 
\s a result, programs are based on: 
(ll exhaustive research bv prominent 
scientists in the field to he covered: 
i2l screening of literally mile- of sci- 
entific documentarv film by producer 
Frank Capra and hi* staff: (3i n-e of 
a scientific advisory board comprised 
of 10 leaders in the various science 
fields: l4i continual attention to script 
details to guarantee authenticity. 

The Capra "touch, the innovation 
of animated cartoon characters with 
live actors, is designed to give the -ci- 
entific content a light mood. 1 1 n 
Cosmic Rays, puppets by Hill and Cora 



Baird also are u-ed fur 1 1 i ■ — purpose. I 

Kngineeriiig \i;i research: What 
made the AT&T executive- feel thev 
had hit the jackpot for advertising 
success with their -cient e -eric- con- 
cept? Solid te-t-tul e principle- re- 
search ami testing applied to Our 
Mr. Sun gave the conelu-ive an-wer-. 

\ iewer group- were te-tcd bv the 
;<chv\eriii and Gallup rc-earch urbani- 
zations: siirvevs v\ere made at the 
Wayne Mate I niversitv and \udio- 
\ isual Material- Con-ultation Bureau. 
College of Education: a sneak pre- 
view was held in a llolhwood Theater 
by Frank Capra Production-: tele- 
phone interviev\s were condueted after 
tv -bowing ami fan mail re-pon-e- 
v\ere carefully tabulated. 

Positive factors: In the theater -neak 
prev iew conducted by Capra s organi- 
zation : 

• ">l r i an-wered "ye-" to the ques- 
tion. "Were you entertained bv the 
picture/" 
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Three things AT&T sells on tv: 




Institutional message* play heavily 
on 1 1 if research activities of Hell S\stem 





Long distance commercial carry the "you're 
a- close a- the telephone" image for Long Line- 



Equipment i* pushed via films show in? 
wall, extension, color telephone application- 



• 79' f said they would like to see 
more pictures like it. 

• 78'* said they learned "quite a 
lot or "veiv much" from seeing the 
film. 

• Over half (57' '»). expressed in- 
terest in seeing the same film again. 

In the Schwerin tests, conducted in 
Philadelphia and \e\v \ork before t\ 
exposure : 

• 79' '< found the film both enter- 
taining and educational. 

• 87' r felt the program was suit- 
able for both students and adults. 

• G6'~r said they would want to see 
'■practicalh all' or '"most of the 
shows if a series of programs like Our 
Mr. Sun was put on tv. 

The planners had acbie\ed their ba- 
sic objective, the creation of a science 
t\ program with mass audience appeal. 
Ratings last season: Sun 24.5: Memo 
35.5 I Nielsen total audience). 

Back to the drawing board : Some 
test results pointed out weaknesses in 
the program. As in a typical engi- 
neering project, revision of the proto- 
type plans was necessarv to guarantee 
success of future models. 

• Our Mr. Sun. presented without 
commercials, had poor sponsor identi- 
fication with test audiences. The ex- 
tent of this lack is not measured per- 
centage-wise in the pie-test survey. 
VT& T s first solution: Cleo F. Craig, 
company hoard chairman, was used to 
introduce the show to tv audiences on 
behalf of the Bell System. This was 
not completely successful either. A 
telephone stirvev conducted in four 
cities after Suns tv debut revealed that 
59 S of the v iewers v\ere unable to 
torrectb identify the sponsor. AT&T's 




Bell System affiliate- carry out the nationwide tv radio promotion engineering. Here, 
Haesche and Simpson discuss display pieces for The Strange Case of the Cosmic Rays 



end solution: Starting with its second 
show, Herno, the firm included two 
commercial messages in each program. 

• Mail responses showed that many 
parents wanted the show on at an 
earlier hour (it was broadcast at 10:00 
p.m. on a Monday I so that their chil- 
dren would be able to see it. Result: 
This year's schedule uses two 9:00 
p.m. presentations and two at 5:30 
p.m. to beat bedtime curfew>. 

Commercial testing: With the ad- 
vent of Herno, AT&T swung into the 
use of a recruitment commercial on 
each of its science shows. These were 
engineered via testing as meticulouslv 
as the science series programs them- 
selves. 

In the first commercial film, a voung 
Western Electric engineer was used as 
subject. He was shown at work and 
with hi- family, and he delivered the 



commercial's recruitment dialogue. 

Research results of this commercial 
with 28 eight-man groups of Princeton 
and Stevens students pointed up the 
need for rework: 

• 20 of the 28 groups had an un- 
favorable reaction to the engineer. 
They described him as uninteresting, 
unconvincing and ordinarv. 

• Only two of the 28 groups ex- 
pressed a favorable reaction to the use 
of the engineer's home and family pic- 
tures. Thev commented the sequence 
was forced, unnecessary and too obvi- 
ous in the film. 

• 19 groups felt the commercial did 
not tell them enough about: (ll the 
choice of jobs available at Western 
Electric; (2i opportunities for train- 
ing, and (3 I working conditions in the 
Western Electric plant shown in the 
commercial. 

Result.: AT&T's new commercials 



i2 
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fm recruitment w ill have I I I nunc 
*[*»'i*ifi<" infill "illation on tin- aeliuil work 
curried on within Hell Svslcni plants: 
(2 1 seveial different men doing vari- 
mis tasks >li< >w it \ iii a "quick 
j:lini|»e" a|)|>i ouch ; I'll a |ii iifessioiial 
announcer delivering the dialogue with 
a vniee-ovei technique; ill no home 
and fauiilv sequences. 

The magnitude of A T\T°> engineer- 
ing approach to liell System Science 
Series programing and ad\ ertising : 
over 50 lewl* were conducted. 

Promotion engineering : Svslcni. 
the engineer's hasic work inelliod. is 
einploved bv AT4LT-Y \\ . Aver, in 
promotion of the Bell System Seienve 
Series. Two special kits arc prepared 
for each show, one for general press 
puhlicitv and the second containing 
promotional displav piece*. I hese are 
sent to the public relations, advertising 
and cinplovee information groups in 
each individual Hell Svstem compaii) 
nine weeks before a science series 
show is scheduled. It s up to the local 
companies to obtain placement of the 
V \\ . \ver-prepared material. To date 
the effect lias been "excellent" accord- 
ing to Don Thompson, p.r. supervisor 
at Vver. "Last time ever) feature storv 
and picture in the puhlicitv kit was 
uscil somewhere, lie savs. 

The puhlicitv kit material general!) 
receives good plav in the local press, 
in educational publications and in the 
Hell Sv stem eniplovee periodicals. 
(Willi over 750.000 potential t\ view- 
ers in the einplov of Hell Svstem com- 
panies, this last puhlicitv area takes 
on prime importance, i 

The displav kit used In the Hell Svs- 
tein companies contains: posters for 
telephone companv ofhee windows: 
billboards for telephone companv 
trucks; table tents for use in company 
cafeteria- and at bill-pav nient w in- 
dows; advertising mats; copy for ra- 
dio and t\ spots: direct mail pieces 
with letters for mailing to educators 
and scientific groups: promotion 
throwawavs for handout to customers 
h\ local companies. 

Sv stematic advance placement of the 
kit? with Hell Svstem associated com- 
panies ha.* resulted in "an effective 
web of puhlicitv influence for the 
show." s;i\s W illiam llaesche. Jr.. tv 
radio advertising manager at \T&T. 

Telephone Time engineering : 

\T&T's other tv enterprise. Telephone 
{Please turn to page 6<°> l 



HOW STATION HIKED NIGHT 
RATE 20% OVER DAYTIME 

A rise in nighttime uidio rales would make main i lients Hip 
theii lids Imt Inner* nf K\ \\. \ am oin er I'm tland. On-., aie 
accepting the inciea*e with grace and si;i\ing on tin' air. 

I he reason is programing, *peiiallv. a new version of ;ui 
old \nieriean pastime: listening In vonr neighbor talk on the 
telephone. Less than a \ear ago. k\ \\ instituted a new ~lmn 
called Party Line. The s|i,,w offers, in effect, a I.OIHI-watl 
soapbox to am li-tcner with a telephone. 

Listener?, are invited to call the station and talk about what- 
ever is on their mind. Discussions range from fishing to 
polities, from segregation to recipes. There i* no restriction 
on subject matter except good taste. \ "beeper ' device together 
with a continuous loop tape i- utilized to provide the ret | ui ret I 
delav. I he show i- aired from <!:()() p.m. to 1 -.till a.m. \londav- 
through-Fridav. 

\s the show caught on such public ofliciab as Portland s 
Ma) or. the citv and count) commissioners. Oregon's Governor 
and slate representatives and senators are called lor called in i 
to answer pointed question- asked bv the audience. 

The station organized a "Part) Line Club* and now ha* 
5.001) members. The first annual picnic of the group «a< 
held recent 1\ at Jaulzen Heach in Portland. 

\s a consequence of this reaction, the -Uition announced 
that starting thi- pa*t 1 September it would charge a 20'/ 
preinium over davliine rales for participating *po|s in the 
show. And not a customer was |o«t, 

kVW's general manager. Parrv Lau. naturallv disagree* 
sharplv with sellers who advocate reduced rates for late 
evening radio. "Slashing rates." he said, "is simplv an admis- 
sion of weak programing. ^ 
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RADIO IN TRANSITION 

Part ol a continuing scries 



/\nv transition period begets mo- 
ments of soul-scarehing. From the 
horse to the automobile, from the in- 
ternal combustion engine to the jet 
each era of change produces its own 
problems. Radio i> no exception. To- 
day, the ereathe avalanche of electri- 
cally transcribed commercial copy has 
caused some broadcasters and admen 
to ask. "Are we neglecting the local 
personalit) ? 

"About o.W of all the commercials 
that come in today.' a radio station 
head told sponsor, "are e.t.'s. The 
eop\ is terrific, the talent is tops. But 
there's no time open at cither end for 
an endorsement of the product by our 
local personalities. 

"I honestl) wonder if advertisers 
can afford to divorce their products 
from the local personality this way?" 
he added. 

This broadcaster was not the only 
one to express >ome concern with the 
new trend in radio commercial han- 
dling. A number of other stationmeii 
reported a preponderance of complete 
e.t.'s over live or combinations in pro- 
portions ranging from 50 to 90 r 'i . 
They all agree that these e.t.'s are at 
the all-time high as far as creativity 
is concerned and that thev are tremen- 



dously effective. But they wonder if 
they could not be made still more ef- 
fective by the addition of a few sec- 
onds of live sell by the local show 
personality . 

In man) eases, the fact is that they 
have been getting these extra seconds 
—free. So charming and witty are 
the new e.t.'s. so outstanding their mu- 
sic, that quite a few disk jockeys get 
carried away to the extent that, after 
plajing a minute commercial, they 
may take 10 seconds of their own 
show time to comment on them. But 
it must be remembered that such com- 
ments compliment the commercial — 
and not the product. Nor is there any 
guarantee in today's tight radio sched- 
ules, especially in traffic hours, that a 
d.j. will find time to ad lib on an e.t. 

A lot of advertising agencies are 
more than w illing to admit that a big 
bulk of their radio commercials are 
going out completed) transcribed. Ever 
since the renaissance of spot radio, 
the) have been working toward more 
creative radio commercials. Until only 
recentl), it was felt by many that ra- 
dio commercials were getting short- 
changed in the creative departments in 
favor of the more glamorous medium 
of television. (See "Is radio copy to- 



CAN e.t.'s DO THE WHOLE JOB? 



Praise for all those hijjrhlv-creative transcribed 



radio announcements must he tempered 



by a warning not to forget that "friendly 
local personality whose endorsement of a 



product has written so many success stories 
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Parker Fennelly sell? for Pepperidge 



Ed Gardner tells the For 




day's Bjjwii') stepchild y" sI'onmm, 20 
Sept. 1954 ami "Do two lint* ci'U-h 
creath it\ ?" sponsor 'J Feb. 1937. 1 
But this voar the radio commer- 
cial come into full crcati\c llower. 1 Ik* 
tender care that lia> gone into produc- 
ing thrni is ev ideneed l»\ the attention 
they ha\e received not only within the 
trade, hut from columnists in the con- 
sumer nrc**.*>. The jingles are honncier 
ami catchier, mam original t tint's com- 
pare favorably with the best in show 
and pop music: orchestration and pro- 
duction are completely professional. 
Careful casting has brought just the 
right talent into the right commercials 
(Julie London to sing the Marlboro 
song; Parker Fennelh telling the prod- 
net stor\ of IVpperidgc Farms bread). 

A* for the spoken e.t. announce- 
ments, they have become, in the past 
year, as one broadcaster put it, "The 
best humor on radio today." 

But if one stops to analyze these 
lighl-totteh commercials, it becomes ap- 
parent that the\ owe at least their basic 
origins to the local personalities. Park- 
er Fennelh extolling Pepperidge bread 
is using the same "neighborly" ap- 
proach as do farm show personalities 
on local stations. The UAH-award 
winning Dodge commercials could well 



be a couple of local d.j. «. atl libbing a 
skit based on .some fact -beets, I he 
same warm humor, friendliness and 
sincerity that marked the successful 
local personality's product pitch has 
now been embodied in complete tran- 
scriptions h\ talent on a national scale. 

It also must be remembered that the 
local personality was largely responsi- 
ble for pulling spot radio out of its 
doldrums of several \ears ago. lb; is 
part ami parcel of the new concept of 
the medium an around-the-clock 
friend and companion. If the tran- 
scribed commercial should ever make 
him the forgotten man of advertising, 
what loss could the client suffer? 

Here is some idea of how much 
stature he commands in the radio 
audience of todav. Some of these 
figures were laid before the 2H-30 
October A\A annual meeting in At- 
lantic City by Art McCoy, executive 
vice president of John Blair Co. All 
of them are hased on a I'ube survey 
for Radio Advertising Bureau in Jul\ 
of this year. In checking six major 
markets, here is what Pulse found out 
about listener reaction to local per- 
sonalities; I 1| l )() r n were able to name 
their favorites; (2 1 861 belie\ed 
these personalities advertised good 



products; I .'5 i 02' i wcie.ible to iden- 
tify *poti«nriiig piodmts mentioned by 
these personalities dm lug the week; 
I ll 3d' i homdit n product on the per- 
sonality » recommendation: I i (>*)'', 
said lhe\ would bu\ a new product in- 
troduced and recommended l>\ their 
fa\orite personalis . 

"In a wav. one advertising agent s 
executive told si'o\s (( |{, "[he local spot 
radio per»uualit\ has taken over the 
role of the trusted grocen store mana- 
gei or clerk. \\ ith the impersonal sell- 
ing that has come into being with the 
supermarket, there is no longer a 
friend behind the counter who person- 
ally sugges|s or recommends a product 
to the "hopping housewife. But the 
void has been filled b\ the local radio 
personality who makes his endorse- 
ment before the housewife goes into 
the store. ||c conducts a word-of- 
month campaign." 

"1 he belie\ e-ability that these local 
personalities put into their programs," 
\rt McCoy told the \\ \ \tlantie 
City meeting, "rubs ofT on your prod- 
uct and makes i! mean more to a lis- 
tener."' 

"But. ' a .station executive pointed 
out to sponsor, "not all advertisers are 
taking full ad\antage of these person- 




Julie London sines for Marlboro 



Do you have favorite personalities in radio listening? 
90' , had favorites and could name them. 

Do you think spot radio personalities advertise good products? 
86^ said yes. 

Can vou name products these personalities mentioned lastweek? 
A. 62' , irere able to identify sponsor ing products. 

Have vou bought any of these prodnets on personality's s a y-s 0 ? 

36' r reported they had bought on his recommendation. 

If vour personality suggested a new product, would you try it? 
69' ( said tJun uoirld buy the neu product. 

Questions and answers demonstrating the influence of a sironc local per-onaliiy are 
from a July 1957 PuKe -urvey for K \B in -i\ markel?: Houston. Cleveland, Atlanta. >t. Louis 
San Franci-co and Philadelphia. This influence, -ome feel, may he mi--ed villi all e.t.'s 
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Can an advertiser afford to divorce 
his product from the local personality? 



;i lit ie?- if they stick to nothing hut 
e.t.'s. Take merchandising, for exam- 
ple. How easy is it to merchandise a 
product at the local level that a local 
announcer never talks ahout? 

lie is completely sold on the high 
calibre e.t."s that mark toda) s radio, 
hut feels that better local identification 
with the product could he achieved if. 
when preparing a minute commercial, 
a 15-secoitd e.t. was prepared and the 
remaining 15 seconds v\ere left for the 
local personality s endorsement of the 
product. 

Ibis would make for a more flexi- 
ble commercial, since the local doing 
the live part can tie in with the com- 
munity life, with the weather, some 



local news event or even a personal 
experience. 

It is this function of the local show 
and personality that has made air me- 
dia unique — unique in the sense that 
it can tie program and product to- 
gether where a newspaper cannot tie 
up (except in some "special''' section ) 
advertisement and editorial copy. The 
newspaper cannot be expected to com- 
ment on or endorse a product within 
its editorial columns, but the radio 
announcer can w ithin the framework 
of a sports show tell the listener? how 
much faster or economical!) a certain 
gasoline will get them to the stadium: 
or on a home show, how easv it is to 



whip up a partv cake with X Brand 
Mix. 

So is there really a danger that the 
creative, though more impersonal, e.t. 
ma) miss this local selling bonus? 
The agencies think not. 

The fact is that agencies are not los- 
ing sight of the pull of the local per- 
sonality. The percentages of e.t.s a- 
opposed to live copy that goes out of 
agencies varies, depending in many 
cases on the nature of their accounts. 
One agency reports as low as 5' i all- 
e.t. s. The same ajrencv uses about 
5' ( all-live. The remaining 90' '< are 
combinations (live plus jingles, etc.). 
One of the very large spot agencies 
uses 25 all-e.t.'s and 75'? combina- 



tions, with practically no all-live copy . 
Still other agencies rely almost entire- 
ly on straight e.t. s. AH of them have 
good reasons for their practices. 

\\ here they specifically buy a good 
personality show, they use him. "But. 
one radio agency head told SPONSOR, 
"we re prettv selective ahout our per- 
sonalities. We don't look on even 
d.j. as a personality. Rather than just 
send out live copy marked 'local an- 
nouncer,' we're fussy about who the 
announcer is." 

'"Our overall policy is to use a per- 
sonality when we buy a personality 
show," said another, '"hut when we buy 
a straight spot announcement sched- 



ule, we only send out e.t.'s. If a com- 
mercial is at all intricate (jingle to talk 
to music to talk to jingle, etc.) we feel 
we have to by -pass the local announc- 
er. We can get it exactly right on a 
transcription." 

Certainly the e.t. gives an agency 
complete control over the copy, and 
they know* there will be no fluffs, no 
mis-statements. The point was also 
raised that in some products such as 
food and drugs, it is always possible 
for the local personality to become too 
enthusiastic and make an exaggerated 
claim. 

"Look, said a station man to this, 
"these fellows know what they're do- 
ing. They're pros. They know the 
codes. Just give them a fact sheet, and 
they'll stick to it." 

Then there is the matter of partici- 
pating shows which by now have 
grown so long that product exclusiv- 
ity sometimes breaks down. "Do we 
want the local personality to endorse 
our product," asks one adman, "when 
half an Injur before he endorsed our 
competitor's?" 

"Well, the station man points out. 
"this might be one way to force wider 
separation on us. ' 

But pros and cons aside, the fact is 
that most clients (cigarettes and auto- 
motives are notable exceptions) are 
using a great many combinations, of 
live and e.t. s. Their copy, delivered 
live by the local announcer, carries the 
weight of a friend s endorsement: the 
jingle on an e.t. is the logo of the ad. 

Agencies and clients are well aware 
of the local impact of radio, of the 
fact that stations have their individ- 
ual "sounds'" and that this "sound at- 
tracts its audience. They know the pull 
of a local personality. But agencies 
have been concentrating of late on 
something that was too long neglected 
— transcribed copy. Perhaps some of 
these are "over-clever" or too "imper- 
sonal." Maybe there exists the danger 
of overdoing a good thing. Most ad- 
men feel this danger is slight — that 
audience reaction to the new creative 
commercials is good. 

The local personality is by no means 
vet a "forgotten man."' He is still the 
man that build:- the show to make it a 
good vehicle for the client ? commer- 
cial. Now* that the advertiser has ex- 
perienced the efficacy of both the local 
personality's endorsement of a prod- 
uct and of the high-quality, attention- 
getting e.t.'s that are so popular, he'll 
use both with wisdom. ^ 



"This we fight for" 

SPONSOR began crusade fur more creative radio commercial copy hack in 
tho>e days when copywriter* were fa-cinated hy the new medium — television. In 
1951, it did a story in tin; 20 September issue that asked: "Is radio copy today's 
agency stepchild.''" Agency men quoted in the article agreed it was. "The writer 
is human," -aid one adman. "It is only natural he will respond to the glamor 
and promise of television.*' Said another, "If the radio hilling were major, 
it would he different. Still the man who foots the hills is entitled to the 
best you can give him." Today radio billings are up and the medium is creating 
its own glamor. Yet as late as 9 February of this year. "Do two hats crush 
creativity?"' was another sponsor story wherein CBS' Arthur Hull Hayes won- 
dered if people who work both in radio and tv didn't tend to neglect radio 
creativity. Hut In now the picture i- changing rapidly. Radio copy has never 
before been so sparkling, \lmo-t ever) e.t. is a gem of entertainment and 
salesmanship, "let as with any trend, there i- always the danger is may become 
overworked and that something might be forgotten in this case, the local touch. 
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BPA: HIGHLIGHTS OF CHICAGO CONVENTION 



Broadcasters Promotion Assn. launches 2nd \ ear with 
munitions station-client plans, inanv new idea* 



^ ^ cnii \(,o 

■ ronioiion managers from all over 
the I . 5.. some 350 in all. coin erged 
on Chicago's Sheraton Hotel last week 
for a two-dav conclave designed to set- 
tie their promotional problems. 

There wa« some settling, true, hnt 
there wa- also acquisition of new prob- 
lems in the fa*t-moving broadcast field 
a- promotion men and women com- 
pared notes on trade and consumer 
advertising, audience promotion, mer- 
chandising', management policies and 

most pressing of all their compe- 
tition. 

\<ienc\ executives and advertisers. 



as well as station manager*, met with 
promotion executives to outline their 
working philosophies and their inter- 
relationships. si'OY-OK. conducting an 
on-the-spot stmev of promotion man- 
agers during the 1 and 2 November 
meeting, asked them all what it take- 
to he a aood promotion manager. 

The answers were somewhat surpris- 
ing. Conventioneer- were a-ked to 
rank the top three characteristic- of a 
promotion manager and thev were 
uiven a choice of 18 -uch trait-. Im- 
agination far out-ranked brains, get- 
tin<i ahno-t double the vote- 12 a- 




New President »- HI ll>-nrv. r.. \\U 
( i-niral Hhi-Mn < - \< - < mi\> - win. -erw-o! a- 
rnrivrniitin < liairnian. II*- i- -Imwn will), 
from I., (.cnc (>».||. W < ( () T\ Minn.-apnli- : 
J..e llu.lp.n-. KKNT \M-I'\ IV- Mnin.-: 
Marion Vnn.-nheri*. \\D N l N>-v. Orl.-an-. all 
meinli.T- <«f ill'- li.ianl 



sI'OXsOK • 9 NOVEMBER 1 951 



37 



BPA continued 



etuii rastetl with 22. \ud follow- 
through — the little-but-oh-m\ factor in 
main a business formula outranked 
brains and general intelligence b\ 21 
to 22. Thus the top-notch promotion 
man. in the. opinion of his own col- 
leagues and competitors, has imagina- 
tion, follow-through and brains — in 
that order. 

Qualities ranked as progressively im- 
portant in a qualified promotion direc- 
tor were leadership, marketing know- 
how and tied for sixth place copy 
and art know how . flexibility and per- 
sonality. I Full details of (lie survej 
will be printed in a second and more 
comprehensive Bl'A story in the next 
issue. ) 

Ell lfeurj. director of advertising 
and promotion for ABC's Central Di- 
vision, took over as president of BPA 
for its second operating \ear. succeed- 
ing David K. Partridge, advertising 
sales promotion manager of Westing- 
house Broadcasting Co., New York. 
Other new officers: Charles Wilson, 
promotion manager of \YG\ AM-TV. 
Chicago, re-elected as first vice presi- 
dent, and Miss Moutez Tjaden, promo- 
tion manager of KWTV. Oklahoma 
City, re-elected as second vice presi- 
dent. ^ 



Serious Side of promotion came out in 
discussion with and (from 1.) Paul Wood- 
land, WGAL AM-TV, Lancaster, Pa.; Hay- 
wood Mceks, WMAL-TY, Washington ; John 
M. Keycs. WMBQ-WMAQ, Chicago; Roy 
Pedersen. WDAY-TY, Fargo. N. D. Social 
highlights were cocktail party and banquet 
Friday night 




Thousand dollar check goes to BPA and its president David E. Partridge of Westing- 
house from sponsor magazine editor and publisher Norman R. Glenn (r., front). The check 
was in recognition of the radio and tv station entries from promotion directors in sponsor's 
recent first annual trade paper award competition 'see 10 September and 5 October for full 
details). Presentation was made at dinner of the board which served during BPA's first 
organizational year. Award winning entries were shown in sponsor's convention suite 



■ 
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Retiring president, 

David E. Partridge. 1., 
Westinghouse Broadcast- 
ing, lunched at head table 
with speakers Wells and 
Jules Ilerbuveaux, NBC 
Chicago v.p. Panel ses- 
sions, speeches and busi- 
ness meetings packed two 
days, attracted some 350 
conventioneers 
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FM USAGE HIGH, STUDY SHOWS 

Regular fm users in Philadelphia area, who eumpri^e .'{()% of 
all radio homes, do more I'm than am 1 1 «*n in «r during afternoon 
and early evening, study by Audience Analysts, Inc., shows 



aFiu-u-ing homes do more listening 
on their fin tlian am sots during some 
periods of the da) . 

This was one sol of farts disclosed 
l>\ a spring F 957 studs of the 1 'III la - 
delphia market, investigated 1>\ Audi- 
enee Anal) sts. I nr. 

AA found that "MY t of the radio 
households in the Philadelphia area 
u.-e fm regularly . Taking these house- 
holds a.- a group AA profiled their 
regular listening and found that the 
proportion of fm to am usage was par- 
ticular!) high during the afternoon 



and carl) c\ eniug. 

In the morning and lute evening, 
fin-users apparenth depend more on 
am for entertainment and information. 
(See charts detailing this data on 
weekdas- and weekend!, on page 12.1 

The A A stud) also found: 

• That 'All' t of Philadelphia radio 
household* own one or more fin set.-. 

• I hat fin user» own more radio* 
than non-fin user*. 

• '1 hat fin u»ers own fewer t\ sets 
than non-fin user*. 

• 1 hat fm u-er- do more toted radio 



li-lenhig lain and fin ) than iion-fm 
n-er>. 

In addition to (lie fm *tud\. 1 1 ■ < - No- 
\einlier Radio Ua-ie- ;d-o -how- a i nn- 
tinued ri-e in ill radio -tation-. l2l 
radio -et -ale- and I A I network -ale- 
in term- of program lime. 

September -ah-- of home radio -et- 
vui- more than KJ( ».( M)( > ul>o\e the I'J.Vi 
Septr-ndier figure. Auto radio ship- 
ment- were up I lo.O(M) o\er the pre- 
\ ion- Sj-ptemher. 

-imin-or'- index -liowed network 
-ales up f>..V i . ^ 



1. RADIO'S DIMENSIONS TODAY 



Radio homes index 



Radio station index 



1957 



1956 



48.4 
radio 
homes 




47.6 
radio 
homes 



50.2 49.4 
U.S. homes U.S. homes 

Source: A. C Nielsen estimate. 1 Nov. each 
year, homes flcures In millions. 



Radio set index 



Set 

location 


1957 


1956 


Home 




90.000,000 


82,000,000 


Auio 




35.000,000 


32.000,000 


Public 
places 




10,000.000* 


10,000,000 


Total 




135.000,000 


124.000.000 


Source: 
sets in 


RAH. 1 January IS.'.ii. 
working order 'So new 


1 July 10". 
Information. 





Kinl of September I*Ja7 






Stations CPs nol 
on air on air 


New station 
requests 


New station" 
bids in hearing 


Am 
Fm 


1 3133 1 112 
1 532 1 36 


350 

38 






Km! of September I9»i6 




Am 
Fm 


2958 1 106 
527 1 19 


1 276 
1 9 


122 
0 


Source pee 


monthly reports. commer -iai station.- 


' \ iu> eat h yea 




Radio set sales 


index 




Type 


Sept. 1957 Sept 1956 


Nine Months 
1957 


Nine Months 
1956 


Home 


893,366 756.315 


5,840,372 


5. 105.052 


Auio 


446,419 319.790 


3,839,345 


3.O60.093 


Total 


1,3 3 9,7 8 5 1. 106.135 


9,679,717 


8. 165.11.5 


SHi-ce Elecrr ,.i li -trie* As<n ( rmer y RETMA 11 » { 
sales, auto fiffures are fact ry p lu ti n 





2. SPOT RADIO BASICS 



II 1 , .1 



iiiuniini 



How local nmikets compare in listening levels by three-hour day parts ( 



Spot listening 
market index 

Figure for the 10 markets 
at right slum percentage of 
homes using radio I in and 
out of home I during Sep- 
tember, except for Colum- 
bia. Des Moines. Ml uquer- 
que. which is August, and 
Seattle, San Diego, which 
is J ul\ -August. Data comes 
froiri Pulse, covers average 
quarter-hour listening dur- 
ing the week. (Note: Oc- 
tober Spot Radio Basics 
listed incorrect listening 
data on Honolulu. The 
correct figures are: 33. 'J. 
35.1. 32.9. 27.9. 30.2. 19.1 I 



Market 



Columbia. S. C. 



6-9 a.m. 



22.0 



9 a.m.-N 



23.7 



N-3 p.m. 3-6 p.m. 

21.4 22.2 



6-9 p.m. 

19.9 



9 p.m.-M 

15.6 



Crawl Rapids 


18.0 


24.6 


23.7 


23.1 


19.7 


14.2 


Kalamazoo 


19.9 


22.4 


20.1 


21.1 


17.5 


14.4 


Memphis 


23.8 


25.0 


23.7 


26.8 


22.8 


16.3 


4 North Jerse\ <f 


24.1 


30.7 


26.7 


23.3 


25.2 


17.6 


\\ orcester 


19.9 


24.9 


24.1 


23.7 


21.6 


18.7 


Seattle 


25.6 


28.6 


27.2 


28.3 


20.9 


13.4 


§f San Diego 


22.5 


28.1 


25.8 


27.0 


20.4 


15.2 


M Des Moines 


25.0 


24.6 


24.9 


24.4 


21.5 


13.6 


J Albuquerque 

'Monday Saturday 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 


25.0 

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIMIIIIIIIIIIIIIIIIIIIHIIII 


28.1 

lllllllllllllllllllllllllllllll 


25.8 

iiiiiiiiiiiiiiiiiiiiiiuniiiiiiiiiii 


28.6 

IIIIIIIIIIIIIIIIIIIIIIIIIIIIUIIIIIIIIIIIIII 


24.1 

lllllllllllllllllllllllll 


14.8 

IIIIIIIIIIIIIIIIHIIIIIIIIIIHIIIIIIIIIIIli 



How farm clients use spot radio: six-month summaries of 12 campaigns 

§P" llll! 1 lllllllllllllllllllllllll Ml MIMfttf*! • 

NUMBER OF STATIONS USED 



Advertiser & Brand 


Agency 


Apr. 


May 


June 


July 


Aug. 


Sept. 


\mes InciDss {Hybrid Chicks) 


W. D. Lyon 


5 












Carbola Chemical {Carbola plant food) 


J. M. Mathes 


4 


28 


28 


24 


24 




CarM & Thomas Hybrid Corn Co. 


Conipton 


4 


4 


4 


4 


4 


36 


Iowa lndustr) Commission 


W. D. Lyon 


7 


7 


7 




* 


10 


Kendall Mills {.Milk Filters) 


Humphrey, \lley & Richards 


24 


27 


26 


26 


19 


19 


Kraft Foods (KrayletfcJ 


NL&B 


10 


14 


14 


14 


14 


14 


PilWury Mills I Feed & S.y Div.) 


Caiupbell-Mithnn 


1 


1 


1 








Pioneer Hi-Bred Corn Co. of 111. 


. Conipton 


14 


1 








7 


Swift I Feed Dept.) 


Bert S. Gittins 


1 


2 


2 


2 


2 


2 


Swift ( Hatcher}' Div.) 


Bert S. (iittins 














."swift < Plant Food Dept.) 


. Bert S. Gitthis 


15 


I 


1 


1 


I 


1 


1 nited llagie Hybrids. Inc. (Seed) 


W. 1). Lyon 


10 


10 


10 


10 


12 


12 



Note: Indicates advertiser InuctHe during umntl) indicated. 
Indicates agency did not report account during nirmtt) iildlcaUii, 



This is the second in a series of summaries to appear in Radio Basics. Future summaries, also covering a six-month 
period, will appear in routing issues on other industries active in spot. The data al>o\e is from the October 1937 
"Spot Radio Report" of Executive* Radio-Tv Service. \Uiieh receives its information from the agencies listed. .More 
detailed data, including stations used, time of day purchased, type of buy made, can be found in the report it***lf. 
For a general review of farm radio and tv. see sponsoh's 6th annual farm section in the 2 .November 1957 issue. 
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WEEKDAYS 



Before 7 a. m 

7 a.m. -8 a.m. 

8 a m. -9 a. m. 

9 a. m. -Noon 
Noon-4 p. m. 

4 p. m. -5 p.m. 

5 p. m. -6 p.m. 

6 p.m. -7 p.m. 

7 p. m. -8 p. m. 

8 p. m. -9 p. m. 

9 p. m. - 10 p. m. 



p.m. -Midnight^^^^^^^^^^^^^g^^^^^^^g^^^^^mi jrj^ 

AW I 

Alter Midnight a^^^^^^^^^^^^^^^^^^^' :::::::: 



SATURDAY 



SUNDAY 



> for* 7 a m 
-ism 

-Noon 
Noon -4 p. m. 

-5 p m. 
m -t p m 
m. -7 f m 
i m -• p m . 
• 9 p m . 
m - 1 0 p m . 
* •Midnifht 
Altar Midnight 



FM ~ 
AM ■■ 



Bator* 7 * m 
7am -t a m 
lam -4 am 

« a m -Noon 
Noon -4 p m. 

4 p m. -5 p m 

5 p. m. ■* p m 
I p m . • 7 p m 
7 p. m -■ p m 

• p m p m 

• p m -10 p m 

10 p m -Midnight 
Ait*r Midnifht 



Do fm households listen much to fm? 

Likening habit- of Philadelphia area hou-chold- which regularly tune to fm -Ution- an- profiled abose a^ gath- 
ered by Audience Vnaly*!*, Inc. The data shown refer only to hoiwhold- regularly tuning fm. whi.-h account- 
for about 30^ of all radio households, hut also includes their am lUteninp habit-. Charts above are n-.t -.-ts-in- 
u-e figures but a comparative measure of am and fm u*age. showing regular radio usage during Spring 19i7 
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3. NETWORK TIME PURCHASES RISE 6.5% 



NETWORK BUSINESS INDICATOR 

m h iniiiiiiiuiiiiiiiii ' 1 muni mi minimi w 

Program Hours Sponsored 

Week beginning Hours 




131.2 



123.2 



Network radio sales, in terms of program time, are up 
6.5% for the current week compared with four weeks 
ago, according to SPONSOR. Sales figures in the business 
indicator at left are taken from the complete current list 
of network radio clients below as well as the previous 
list run in the last issue of Radio Basics. For purposes 
of comparability, 6-second and 8-second commercials 
are considered as 30 seconds of program time while 20- 
second and 30-second commercials are considered two 
minutes of program time. In the list below, covering 
week beginning 9 Xovember. minute commercials sold 
as such are figured as five minutes of program time. 



!iiiiiiiiiniiiiii ARC 

AFL-CIO: institutional; Ed. P. Morgan; M-F; 75 min.; J. W. Van- 
dercook; M-F; 25 min. 

American Bird Food Mfg. Co.: Breakfast Club; M; 5 min. 
Assemblies of God: religious; Revivaltime; Su; 30 min. 
Bankers Life: Viliite Cross Hospital Plan; Paul Harvey; Su; 15 min. 
Beatrice Foods: LaChoy; Break just Club; Th; 5 min.; mints & 
candies; Breakfast Club; W,Th; 10 min. 
Beltone: hearing aids: Breakfast Club; Tu; 10 min. 
Bristol-Myers: BufTerin; Breakfast Club; M,W,F; 15 min. 
Campana Sales: Ayds, Italian Balm; Breakfast Club; M; 5 min. 
Duffy-Mott: Sunsweet prunes, juice; Breakfast Club; Tu.F; 10 min. 
EKCO Products: kitchen utensils; Breakfast Club; M-F; 25 min. 
Food Specialties: Appian Way Pizza Pie Mix; Breakfast Club; Th; 
5 min. 

Foster-Milburn: Doan's pills; Herb Oscar Anderson; F; 5 min. 
Frito Co.: Fritos; Breakfast Club; W,Th,F; 15 min. 
General Foods: Calumet; Breakfast Club; M; 5 min.; Post Cereals; 
Breakfast Club; M-F; 25 min. 

Gospel Broadcasting: Old Fashioned Revival Hour; Su; 60 min. 
Billy Graham: religious; Hour of Decision; Su; 30 min. 
H. J. Heinz: soups; Herb Oscar Anderson: F; 5 min.: Jim Reeves 
Show; Th: 5 min. 

Highland Church of Christ: religious; Herald of Truth; Su; 30 min. 
Kreschmer Corp.: wheat germ; Breakfast Club; Tu; 5 min. 
KVP Co.: freezer wrap, shelving paper; Breakfast Club; F; 5 min. 
Lewyt Corp.: vacuum cleaners; Breakfast Club; Th; 5 min. 
Midas Muffler: auto mufflers; Weekday Newscasts; M-F; 25 min. 
Milner Products: Perma Starch, Pine-Sol; Breakfast Club; W; 5 min. 
National Brands, div. of Sterling Drug: Dr. Caldwell's; Sunshine 
Boys; M-F; 25 min. 

Nestle Co.: Nescafe; Breakfast Club; Tu,Th,F; 15 min.; Herb Oscar 
Anderson; W,Th,F; 15 min. 

Norwich-Pharmacal: Pepto-Bisinol ; Weekend News; Sa.Su; 90 min. 
Oral Roberts Evangelistic Assn.: religious; Oral Roberts' Broad- 
casts; Su; 30 min. 

Charles Pfizer: animal feed & poultry remedies: Breakfast Club; 
Tu; 5 min. 

Pioneer Industries: belts; Breakfast Club; M,W.F; 15 min. 
Plough, Inc.: Musterole, St. Josephs Aspirin, others; Newscasts ; 
M-F; 35 min. 

Radio Bible Class: religious; Radio Bible Class; Su; 60 min. 

R. J. Reynolds: Winston: Weekday Newscasts; M-F; 25 min.; 

Weekend Newscasts; Sa,Su; 90 min. 

Rust Craft Publishing Co.: greeting cards; Breakfast Club; W; 
5 min. 

Sandura Company: floor covering: Breakfast Club; Th; 5 min. 
Scholl Mfg.: Zino Pads, others; Breakfast Club; F; 5 min. 

NOTE: Data on time purchased refers to weekly brand or advertiser total for each 
program. Time bought for particular brands Is shown where possible. In cases 
where groups of brands precede a show or group of shows. It was not possible to 
pinpoint which brands were advertised on each show or on which days of the week 
the brands were advertised. Except for about half a dozen of their sponsors, brand 



Sleep-Eze: sleeping tablets; Breakfast Club; M,F; 10 min. 

Vo ice of Prophecy: institutional; Voice of Prophecy ; Su; 30 min. 

Dr. Thomas Wyatt: institutional; Wings of Healing; Su; 30 min. 



milium Jiiiiiiiiiiiiiiiiiiiii::"":' mill ,;n CBS " 

Aero Mayflower: George Herman— News ; \1-Sa; 30 min.; Eric 
Sevareid News; M-Sa; 30 min. 

Aluminum Cooking Utensil Co.: Nora Drake; F; 7M> min.; Road 

of Life; Th; 7% min.; Galen Drake; Sa: 5 min.; Our Gal Sunday; 

F; 7% min.: Road of Life; Th; 7% min. 

American Bird Food: llouseparty; Th; 7% min. 

American Home Foods: Wendy Warren; Th.F; 10 min.; Chef Boy- 

ar-dee pizza pie; Amos V Andy; Tu-Th; 15 min. 

American Home Prod.: Wendy Warren; Th,F; 10 min. 

Angostura-Wupperman: Arthur Godfrey; F; 10 min. 

Armour: Arthur Godfrey; Th,F; 30 min. 

Best Foods: Helen Trent; Tu; 7% min.; Our Gal Sunday; M; 7% 
min.: Nora Drake; M,W; 15 min.; Second Mrs. Burton; W.F; 15 
min.; Johnny Dollar; Su; 5 iniu.; Gunsrnoke ; Sa,Su; 10 min.; Young 
Dr. Mulone; Tu; 7% miu.; Amos V Andy; Tu.Sa: 10 min.: Galen 
Drake; Sa; 5 min. 

Bristol Myers: Arthur Godfrey; M,W; 60 min. 
Campana Sales: Robert Q. Lewis; Sa; 5 min. 

Carter Products: Nora Drake; M; 7% min.; Second Mrs. Burton; 
Tu; 1V'2 min.; Backstage Wife; W,Th; 15 min.; Road of Life: F; 
7% min. 

Chesebrough-Pond's: Football Scoreboard ; Sa; 5 min. 

Chrysler: Chrysler; City Hospital; Sa; 5 min.; Sports Resume; Sa; 

5 min.; World Tonight: Sa; 5 min.; Sez Who?: Su; 5 min.: Mitch 

Miller; Su; 5 min.; Dodge; World Tonight; F; 5 min. 

Chun King Sales: Arthur Godfrey; W & F, alt. wks.; 15 min. 

Clairol: Galen Drake; Sa; 5 min. 

Colgate-Palmolive: Our Gal Sunday; M-F; 37% min.; Backstage 
Wife; M-F; 37% min.; Strike It Rich; M-F; 37% min.; 2nd Mrs. 
Burton; M-F; 37M; min. 

Comstock Foods: Robert Q. Leivis; Sa; 5 min. 

Curtis Circulation: Arthur Godfrey; Tu; 15 min. 

Ex-Lax: City Hospital; Sa; 5 min.; Robert Q. Leivis; Tu,Th,F; 15 

min.; Suspense; Su: 5 min.; W orld Tonight; Th; 5 min. 

Ford Motor: Ford div.: Ford Road Show — Bing Crosby, Rosemary 

Clooney; M-F; 25 min.; Sa; 10 min.: Su; 20 min.; W orld News 

Round Up; M-F; 25 min.; Ford Road Show — Arthur Godfrey; M-F; 

125 min; Edward R. Murrow; M-F; 75 min. 

General Electric: Hotpoint div.: Robert Q. Lewis; Sa; 5 min. 

General Foods: Arthur Godfrey; Tu; 15 min.: Wendy Warren: Th: 

5 min.; World News Roundup: Su; 5 min.; Gunsrnoke : Su: 5 min.: 

Information was not available from CCS. List shows complete client roster up to presstlme. 
In NBC list. rot. means commercials are rotated on different days of the week under 
the web's run-of-schedule plan All data Is In terms of program time, except for MBS 
and XTiC where commercials shorter than a minute are listed separately. On KBC 
radio, minute commercials are arbitrarily credited as five minutes of program time. 
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Our Miss Brooks. Sit; 5 mm., Amos "it' Anih Musi' Hull, M-F; 25 
niin.; Galen Prate; s ;i : 5 mill.; Robert O. Lettis; 5 min.; 

Gunsmoke; Sa; 5 niin.; Routi of Life; \l ; 74 min,; Strike // Rit h ; 
"I'll. P" ; l."> min.; Right To Happiness; F; 74 min.; Vir<i Drake; YA ; 
7'»j niin. 

General Motors: Chevrolet ; ////an Jackson — Xews; S«; 20 min.; 
Robert Trout \ews; s >n,M-F; 50 min.; IMro; Lowell Thomas; 
\I-F; 75 min.; CMC trucks; Fwrm Kelts; N;i; .1 min.; I'otitiac; 
,fHi<>.s- V Amli ; S ;] ; 10 min.; (lufan Drake; Sa; 5 min.; Robert (I. 
Lewis; Sa; 5 niin.; Gunstaote; Nt.Sn; 10 niin.; 5«f. Sight ( ountri 
Style; Sa: ."> min.; Suspense; S11 ; f> min.; Johnny Potior; Sn; 5 
min.; Ui/r/i Miller; Ni; 5 min.; Sports Resume; Su; •" min. 
Grove Labs.: Jobnni Dollar; Sn; 5 min.; /'/// /n /V«» r .t- ff«r; 
Su; niin.; Gunsmobe; *si,>»ii; 10 niin.; S>; Who?; Sn; 5 min.; 
l/i/c/i Miller; Sn; 5 mill.: Sports Resume; >a ; 5 min.; /r/i«.s V 
Jn</i; MF; 2."> min.: /{»/»•/•/ /.wis; M,\\,F; 13 min.; iWA-/ 
Tonight; Tn.Tli.F; 15 niin.; f#u/?n Prate; Sa; 5 min.; Sports 
Resume; Sn; 5 mill. 

Hortz Mountain Prad.: Arthur Godfrey ; Til & F, alt. v.ks.; 13 min. 
H. J. Heinz: Sc; II ho? ; Sn; 3 niin.; Suspense: >n; 5 min.; .f//ios 

<«//> ; Tli.F; 10 niin.; Robert (J. Lewis: Sa ; 5 mill. 
Home Insurance Co.: /ac/i Penny; Su ; 30 min. 
Hudson Vitomin Products: Galen Orate; Sa; 5 min. 
Johnson & Johnson: Amos V /JwA; M.Tu.TIi; 15 niin.; Robert Q. 
Lewis; Sa; 3 min.; Wi/r/i ,Ui7/cr; Mi; 5 min.: FBI In Peace & War; 
Su; 5 min. 

Kitchens of Sara Lee: Arthur Godfrey; F; 15 min. 
Lever Bros.: Ma Perkins: .M-F; 374 min.; Romance of Helen Trent; 
M-F; 374 min.; Ma Perkins; M-F alt. wks.; 18% min.; Young Dr. 
Malone; .M-F; 374 niin.; House Party; .M-F; 374 min.; Upton 
.liv.; Ma Perkins; M-F; 374 min. 
Lewis Howe: Robert Q. Lewis; Sa; 5 min. 
Libby, McNeil & Libby: Arthur Godfrey; Tu: 15 min. 
Longines-Wittnauer: Longines Symphonette; Su; 30 min. 
P. Larillord: Kent; World Tonight; F.Sa.Su: 15 min.: Mitch Miller; 
Sn; 5 min.; Sports Resume; >a,Su; 10 niin.: Saturday Xight Coun- 
try; Sa; 5 min.; Amos V Andy; F.Sa: 10 min.; Johnny Dollar; Su; 
5 min.; Robert Q. Lewis; F: 5 min.; Suspense; Su; 5 niin.; World 
Xews Roundup; Su; 5 min.; Washington Week; Su; 5 min. 
Mentholatum Co.: Sora Drake; F; 74 niin. 

Miles Lobs: Wendy Warren; M F; 25 min.; Rill Downs -Xews; 
M-F; 25 niin. 

Milner Products: Robert Q. Lewis; Sa ; 5 min. 

Philip Morris: Country Music Show; F.Su; 50 min. 

Mutuol of Omoha: Arthur Godfrey; \V, & every 1th F: I8" 1 , min. 

National Biscuit: Wendy Warren: M.Tu.W; 15 mill.; llouseparty ; 

M.Th.F; 22',. min. 

North Americon Philips: Herman llickman-Sports; M,W,F; 15 min. 
Peter Paul: Arthur Godfrey. Tu alt. vsk.; 15 min. 
Chorles Pfizer & Co.: Gunsmoke; Su; 5 min. 

Phormo-Croft Corp.: Arthur Godfrey; M, alt. T11.F; 30 min.; Helen 
Trent: W.F; 15 niin.; .\ora Prake: Tu.Th; 15 min.; Young Dr. 
Malone; alt. M ; 74 min.; llouseparty; M.F; 15 min. 
Plough, Inc.: St. Joseph aspirin. Mn-trrole: Robert Q. Lewis; 
Tu.Th.Sa: 15 nun. 

Rolston-Purina: \ora Drake; F; 74 min.; Young Dr. Malone; Tu: 

74 min.: Second Mrs. Burton; M.Th: 15 niin. 

R. J. Reynolds: Herman llickman-Sports; Tu.Th.Sa; 15 min. 

Scott Paper: Backstage Wife: F: 74 niin.; Young Dr. Malone: 

Th.F; 15 min.; \ora Drake: Th: 74' min.: Helen Trent: M.Th: 15 

min.; Our Gal Sunday; Tn : 74 niin.: Second Mrs. Burton; M: 74 

min.: Strike It Rich: V: 74 min. 

Seemon Bros.: Arthur Godfrey Time: W; 15 mill. 

Simoniz: Arthur Godfrey; \X : 15 min; House Party; W; 15 min.; G. 

Singer: Arthur Godfrey; M & alt F: 224 niin. 

A. E. Stoley: House Party; Tu: 15 min.; Arthur Godfrey; F; 15 min. 
Stondord Brands: House Party; M; 15 min.; Arthur Godfrey: M & 
1th F; 374 min. 

Sterling Drug: Gunsmoke; Sn; 5 min.: FBI in Peace & War: Su: 
5 min. 

Vick Chemical: Amos V And) ; M,\V; 10 min.: Gunsmoke; <a: 

5 min.: Sc.- W ho: "»u: 5 min.; Mitch Miller: Su: 5 min. 

Weco Products: Arthur Godfrey; M; 15 min. 

F. W. Woolworth: Woolworth Hour; Su: 60 min. 

Wm. Wrigley, Jr.: Howard Miller Show; M-F; 75 min.; Pat Buttram 

Show; M-F; 75 min. 



MBS 

American Mission to Greeks: I mi •■ n\ Gn-eie Mi, 25 hum. 
Baltimore Gospel Tabernacle; Baltimore t,„spel Tain raw lr, >u; 
SO mm. 

Bcltonc: lu-.iriun aid; Gabriel Heiiller \«-|ii; 'I li ; 5 min. 
Christian Reformed Church: religions; Bark To God; S11; 30 min. 
Chrysler Carp.: ncivsi ,i»t adjui cm ic> ; \l 1; 1 20 -ei . 
Coca-Cala: Cor a Cola; Eddie Fisher; Tu.Th; 30 min. 
Consumer Drug Carp.: Oraprn; Gabriel Rentier \rit\ Ml 2" 
niin.; John St oil \ni\, s n ; 5 mm. 

Da wn Bible Institute: 1 eliyious ; Irani, and Irnest, "mi: | "i nun.; 
Pulrlinrs and tin- Bible. ^1; III mill. 

Dawn Bible Students Assn.: Datelines and the Pihlr , Nr. 10 mm. 
Equitable Life: insurance; newscast a/ljaci-iu n-s; |ix) Rs<-i. 
Ex-Lax, Inc.: Ex-lux; True Dei n live \l\stenes- \| ; 5 111111.; liens- 
ury tgenl; Tti ; 5 mm.; Gang Busters: \\ ; 5 mm.. Sn rets ol S'< ol- 
land Yard: Th ; 5 min.; Counter-Sp\ ; F; 5 min.; Gabriel lleuitrr; 
adjacencies; Vl-F; 10 20 -i-c. 

First Church of Christ, Scientist: religious; How Christian Science 
Heals; Su; 15 min. 

General Foods: JcllO; newscast a<Ijai i-tn'i>'»: 30 8-sei.; >/<•!<• \h 
(ormiet Seus; \I F; 25 min. 

General Motors: I'ontiar; \otre Dame Football: ^a ; W min. 

Gospel Hour, Inc.: The Gospel Hour; **u; 25 huh. 

Billy Grahom Evangelical Assn.: Billy Graham; ^u; 30 min. 

H. J. Heinz: soups; Ren Fren'h \eus; Tii.W.TIi: 15 min.: John 

Scott \ews; W.TIi: 10 min. 

Hudson Vitamin Corp.: vitamins; Gabriel Heatter; Sn; 5 min. 
Kroft Foods Co.: All Purpose oil, mustard, Kraft dinner. Miracle 
Whip, Italian <Iri*«Miif!, clwese -preads, l'arkay margarine: Tommy 
llenrich Sports \ews; >a; 5 min.: I.es llighie Sens; SIT : 25 
min.; Robert llurleigh \eu\s: M-F; 25 min.; John It. Kennedy 
,\eus; M-F: 25 min.; Frank Smgiser \eiis; M x a: 30 min.: W est- 
brook lan I oorhis \etis; MF; 25 min.; 7«/in Mi Leon Sens: 
Sa; 10 niin.; True Detective Misteries; \l ; 5 niin.: Treasury Agent: 
Tu: 5 min.; Gang Busters; \\ ; 5 niin.; Sn rets of Si otland \ ard ; 
Th : 5 min.; Counter-Spy : F; 5 min. 

P. Lorillard: Kent: \ric.s: Ni-Sa: 390 niin. t~8 I>roadca-ls) . 
Lutheron Loymen's Leoguc: religious; Lutheran Hour; Su; 30 min. 
Monion Forum of Public Opinion: discussion; Dean Clarence Man- 
ion; Su; 15 min. 

Permanette: Art Gleeson- \eus; Ml-; 25 111111. : John W ingate 
\ews; MF: 25 niin.: Henry Mustin \n<.<: Ni : 5 niin. 
Pharma-Craft: Coldenc products; Notre Dame Foothall; If nrm l p; 
Sa: 5 niin.; Wrap- 1 p: ^a: 5 niin. 

Quoker State Oil: motor oil & Inhricant- ; Sports Hashes uith 
Freddie Frisch : Sa: 10 min. 

Radio Bible Class: religious; Radio Bible Class: Su; 30 min. 
R. J. Reynolds: Camels; ncvvsca-1 adjacencies; M-^a: 13 20— ei . 
Rhodes Pharmacol Co.: Inidrin: Gabriel Heatter \eu<: Tn: 3 min. 
Helaine Seager: l'ink Ice; 7*n/c Detertiie Mysteries; M; 5 min.: 
Treasury Agent: Tn: 5 min.; Gang Busters: \\ ; 5 min.: Secrets of 
Scotland Yard; Th; 5 mill.: (.ounter-Spy : F: 5 min. 
Slecp-Eze Co.: ^-Icep-K/e; Gabriel Heatter \eirs; ^u.F : 10 min. 
Voice of Prophecy: religious; Voice of Prophecy; Su; 30 min. 
Whitehall Pharmacol: \nacin: ff eslbrook fan f oorhis \eus: 
M-F: 75 niin. 

Wings of Heoling: religious; Wings of Healing; Su; 60 min. 
Word of Life Fellowship: religious; Word of Life Hour; Sa; 30 min. 

NBC 

Allis-Cholmers: institutional: Farm & Home Hour: ;>a; 25 min. 

American Motors: Uambler; Monitor; Sa.Su; 55 min. 

Americon Oil: Amoco products: Monitor; Sa.Su; 50 min. 

Anohist Co.: \nalii-t: Bandstand; Tn ; 5 min.; One Man's I amily : 

T11 ; 5 min.: Affairs of Dr. Gentry; M.W.Th; 15 min.: .\ichtline; 

Tn.W .Tli : 15 niin.: Monitor: F.>a: 25 niin. 

Bell Telephone: Telephone Hour: M: 30 min. 

Billy Graham Evongelistic Assn.: Hour ol Decision: Su: 30 min. 

Bristol-Myers: BufJerin: Hourly Xews; M-F; 105 min., 21 30-sec. 

Brawn & Williomion: Kools, Viceroy; Hourly Xews; M-F; 215 min., 

12 30-sec. 

Carling Brewing: Red Cap ale; Monitor: ;>a.Su: 60 min. 

Carter Products: Arrid (20 min.> ; Little Liver Pills (15 min); 
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In Baltimore 
WFBR delivers 



MORE 

ADULT 

LISTENERS 



than any other 
radio station 

A 1957 Pulse study 
proves it! WFBR delivers 
more adult listeners 
than any other radio 
station in the Baltimore 
area. It's really no 
accident, because here is 
adult programming that's 
pleasant, exciting and 
informative. Pleasant 
music, the fastest, most 
complete news coverage 
in Baltimore and habit- 
forming features that 
capture and hold an 
audience. So, if you want 
to tie up the adult 
market tight as a drum, 
buv WFBR. 



.lllh.llllll.illl 






||IM||I> 





Dow Chemical: 
Edison Electric 



represented by 

JOHN BLAIR AND COMPANY 



Handstand; M.F; 10 mill.; True Confessions; rot.; 5 mill.; Woman 
In My House; rot.; 5 liiin.: One Mans Family; rot.: 5 min.; Pepper 
Young's Family; rot.; 5 mill.; Xews of The K'orld; M,W; 10 min.; 
Monitor; Sa; 5 min. 

Chrysler Corp.: Chrysler; Monitor; Sa,Su; 40 min.; Life & the 
World; M-F; 25 min.: Mainline; M-\V; 15 min.; Dodge: Monitor 
Sports; >a.Sn; 20 min., 4 30-mt. ; Mghtline: M-Th.; 15 min.. 2 

30-ec. 

chemical prod.; Red Foley Show; Sa; 25 min. 
Institute: Institutional; Rob & Ray; Sa,Su; 25 
min.; Relieve It or .\ot; Sa.Su; 25 min. 

Evangelistic Foundation: religion; Rible Study Hour; Su; 30 min. 
Ex-Lax: Ex-Lax; Monitor; Sa.Su; 1 30-sec, 5 6-sec; Bandstand; 
M,W,Th,F; 2 6-sec, 2 30-sec; Pepper Young's Family; M-W; 5 
min., 2 30-sec; One Mans Family; M-Th-F; 10 min., 1 30-sec; 
People Are Funny; W; 5 min.; Great Gilder sleeve; Tu; 5 min.; 
Life & The World; Th; 5 min.; My True Story; M.W.F; 15 min. 
Foster-Milburn: Doan's pills; My True Story; M; 5 min. 
R. T. French Co.: bird seed; My True Story; Tu,Th; 10 min. 
General Foods: Instant Post urn; Bandstand ; M-F; 25 min., 15 6-sec; 
Pepper Young's Family; M-F; 25 min., 3 6->ec ; One Man's Family; 
M-F; 5 6—ec; Woman In My House; M-F: 5 6«»ec; Jell-O: Rand- 
stand: M-F; 35 6-sec; My True Story: M-F; 6 6-sec. 
General Motors: Pontiac: Monitor; Sa-Su : 75 min. 
Gillette: Gillette prods., Paper-Mate, Toni prod.; Roxing; F; 25 min. 
Grove Labs: hair products; Monitor; Sa,Su: 50 min.; Hromo-Quinine; 
My True Story'; Tu,Th; 2 30-sec; Bandstand; M-F: 5 30-sec; 15 
min.; True Confessions ; Tu.Th; 5 min.; 1 30-sec; Affairs of Dr. Gen- 
try; M,W,F; 5 min.: 2 30-sec; .5 Star Matinee; Tu,Th; 5 min.; 1 
30-sec; Pepper Young's Family; M,\V,F; 5 min.; 2 30-sec: One Man's 
Family; M,W,F; 10 min.; 1 30-sec; Great Gildersleeve; Tu; 1 30-sec; 
X Minus I; Th; 5 min.; Monitor; Sa.Su; 3 30-sec.; 10 min. 
H. J. Heinz: Various; Bandstand ; Th,F; 10 min. 
Insurance Co. of N. America: insurance: Monitor: Sa.Su; 25 min. 
Lever Bros.: Pepsodent : Various Shows: M-F; 77 6-*ec. 
P. Lorillard; Newport; Fibber McGee & Molly, Rob & Ray (Moni- 
tor) ; Sa,Su; 50 min.; 10 30-sec 

Lutheran Laymen's League: religion; Lutheran Hour; Su; 30 min. 

Massey-Harris-Ferguson: farm implements: Alex Dreier; Sa; 15 min. 

Morton Salt: salt; Alex Dreier — News; Sa; 5 min. 

Mutual of Omaha: On the Line With Considine; Su; 15 min. 

North American Van Lines: moving; Monitor; Sa,Su; 25 min. 

Pharma-Craft: Coldene; Xews of the World; M,W,F; 15 min. 

Plough, Inc.: St. Joseph aspirin, children's aspirin, Dr. Edward's 

olive tablets, Mexana; Monitor; Sa.Su; 55 min.; 9 30-^ec; My True 

Story: M,W,F: 15 min.: Randstand ; Tu-F; 20 min. 

Procter & Gamble: Gleem; \ arious Shows: Su-Sa; 21 30-?ec: 20 

6-^ec 

Quaker Oats: Quaker Oat*; One Man's Family: M; 1 30-<ec. ; 5 Star 
Matinee: Tu,Th; 2 30-sec; Woman In My House; M,W; 2 30-sec; 
Monitor; Sa: 1 30-sec, 1 6-sec; Life & World; M.W.Th.F; 4 6-sec. 
Ralston-Purina: feed division; Harkness — News; M-F; 25 min. 
RCA: pop records; Randstand ; M-F; 5 30-sec; Xightline: M-Th: 
40 min.; 4 6-sec; Monitor; Sa,Su; 6 30-sec. 

Reader's Digest: Magazine, Conden>ed Book Club; Hourly Apms; 
M-F: 525 min.. 21 30-sec. 

R. J. Reynolds: Camel; News of the World; M-F; 25 min.; Prince 
Albert; Grand Ole Opry; Sa; 30 min. 

Richfield Oil: oil products; Richfield Reporter; Su-F; 90 min. 

Scholl Mfg.: Xews of the World; Tu.Th: 10 min. 

Skelly Oil: oil; Alex Dreier — Xews; M-Sa; 90 min. 

Standard Brands: Instant Chare & Sanborn; Handstand ; M-F: 10 

min., 10 30-sec: True Confessions: NV.Th.F; 15 min.; Affairs of Dr. 

Gentry; W.F: 10 min.; Five Star Matinee: M.Th: 10 min. 

Sun Oil: oil; Three Star Extra; M-F; 75 min. 

Swift & Co.: Allsweet marg.; 7>i/e Confessions; Th.F: 1 30-sec, 5 
min.: Mr True Story; W-F: 1 30-scc, 10 min.; Bandstand: Tu-F; 
I 30-scc. 10 min.: Affairs of Dr. Gentry; F; 5 min.; Fire Star Mati- 
nee; W.F; 1 30-scc., 5 min.; Woman In My House: Th.F: 10 min. 
Vick Chemical Co.: Yaporub; various programs; Tu-Sa; 30 6-:-ec. 
Voice of Prophecy: religion; Voice of Prophecy; Su; 30 min. 
Whitehall Pharmacol Co.: Anacin; Bandstand ; M,T,Th ; 15 min.; 
True Confessions : M,\V.F; 15 min.: Affairs of Dr. Gentry; M,\V; 10 
min.: Fire Star Matinee; M.W.F: 15 min.: Woman In My House; 
Tu.Th, F; 15 min.; Xightline; Tu.Y\',Th; 15 min.; Monitor; F,Sa ; 
5 min., 1 6-<ee. 
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Reports and eialuates neus, trend: 
opinions jar /tlrn buyers and siller 



FILM-SCOPE 



9 NOVEMBER 

Copyright 1957 
SPONSOR PUBLICATIONS INC. 



If yon want a preview (if the world of tomorrow, I'hoeniv, \ri/., would he a 
eoiivenient peephole. 

Last week, as host to a press party for 26 Men in which KlLM-^f UPL pnrtii ipat'd 
— Phoenix plainly showed these clues to the future: 

• Communications-^ ise, tv will he the dominant factor more than r\cr in tin- 
years ahead. (With a population of only 550,000 and 200,000 tv set-. Phoenix already 
has four stations — all in the black.) 

• Tv, in turn, promises to he a film world. 

• The old axiom that tv is for the masses and the print media for the cla.**es 
isn't working out that way in Phoenix. It has a heavy sprinkling of New York, (.hirajiu. 
Los Angeles, and Paris immigrants; yet tv viewing is high and advertising is accepted a-, 
a standard part of the pattern (there arc 28 local ad agencies). 

Feature film still is the hig tv item in Phoenix. Syndicated programs are in the 
minority. In part, that's because features have been so easy to get (one station estimates 
its supply at 1,100) ; another reason is that sponsors feel you can crowd more commer- 
cials into a feature and thus heighten identification. 

The syndicators, though, are making inroads with timely ami fad-type fare. For 
example, one auto dealer hought Screen Gems' shock package and put it on at 
1 P.M. on Fridays (the only phone rails were from kid* who wanted to know when 
the next installment wag coming). 

Promotion is a hig talking point with all the station-. Their offering? ran^e nil 
the way from the standard to the tailor-made, and one even offers a product-tettinp plan 

Incidentally, there may be this additional clue in the way Phoenix stations conduct their 
affairs: They tend to buy the films themselves and then go after sponsors — rather 
than let the syndicators do that chore. They feel it gets quicker results. 



Regional sponsors were in a buying mood this week, adding this bright tourh 
to the syndicated picture: 

G. Heileman Brewing (LaCrosse, Wis.) started its first regional campaign, 
sponsoring Sea Hunt in nine markets (this brings Sea Hunt's total to 91 i. Other* : 
Kroger Stores; Safeway Stores; Standard Oil of Indiana. 



Going over the list of syndicated sponsors in detail this week, Zi\ has found that the 
best customers for its fare are the fellows who make things to tickle your palate 
— the food and beverage fraternitv. 

Some 37% of all Ziv syndication sponsors fall into these categories. To illustrate what's 
happening: The number of soft drink bottlers has growri 200% in two year*; the 
food company list has lengthened by 49%. 

In sheer numbers, though, bakery accounts rank No, 1 (bolstered by such name- 
as Interstate, National Biscuit, and Quality Bakers of America). As a whole, the food cate- 
gory divides up thus: Bakeries, 18%; supermarkets. 16%: food packager*. \6 r '< ; meat 
packers, 15%; soft drink bottlers. 13%: dairies. 11%; beer and wine*. 11^. 



CBS TV Film will syndicate Sunrise Semester, the public service program 
currentlv telecast live on WCBS-TV. New York. The film format is still undetermined. 



SPONSOR • 9 NOVEMBER 1957 



FILM-SCOPE continued . . . 



The swivel-jointed value of tv stars — as audienee-pullers externally and 
morale-builders internally — is a growing phenomenon. 

Latest example: P&G was so pleased with Hugh O'Brian's (Wyatt Earp) per- 
formance as m.c. at the National Association of Chain Stores Convention in Washington, 
D. C, last week that he has been asked to produce and star in a special show for P&G's 
Dividend Day — held annually for employees in February. 



With so many eyes on 1958 so early, FILM-SCOPE last week asked its Agency 
Spotters what they foresaw. From Compton, Esty, and MeCann-Eriekson came these 
views (plus an important suggestion) : 

1. The future of situation comedy looks dubious. It's too hard to maintain the 
pace; repetition soon sets in. 

2. An anti-western reaction probably is in the making. Its effect, though, will be 
to rub out the poorer fare. The quality films will survive 1958 — indeed, another upswing 
would not be surprising in 1959. 

3. Mystery films are another category with good prospects. However, say the 
Agency Spotters, the producers are selling mysteries short. The outlook might be even 
brighter if the creators considered this analogy and SUGGESTION: 

As every amateur Dr. Dichter knows, the key appeal of the westerns is the "bigger- 
than-life hero"— the moral man who wipes out the evil around him. However, say the 
Spotters, in mysteries this bet is overlooked. The emphasis tends to be on pure adventure; 
the image of the moral dragon-slayer isn't brought to the fore enough. A Wyatt Earp 
in a trench coat is what's needed. 



Here's a quick sampling of first Pulse ratings on new syndicated shows in 
the Los Angeles area, together with an indication of how they stack up against their 
principal competition: 



PROGRAM 


RATING 


TOP OPPOSITION 


Gray Ghost 


10.4 


Talent Scouts (14.6) 


KTTV 7:30-8 Sat. 




KNXT 


Decoy 


8.3 


Danny Thomas (20.1) 


KTTV 8-8 :30 Mon. 




KNXT 


Boots and Saddles 


6.2 


Phil Silvers (23.4) 


KRCA 7-7:30 Tues. 




KNXT 


Harbor Command 


6.2 


Perry .Mason (12.5) 


KTTV 7-7:30 Sat. 




KNXT 


Charlie Chan 


5.3 


The Honeymooners (11.0) 


KRCA 7-7:30 Thurs. 




KNXT 


White Hunter 


3.9 


Phil Silvers (23.4) 


KTLA 7-7:30 Tues. 




KNXT 


Big Story 


3.9 


Eddie Fisher (24.4) 


KTLA 8:30-9 Tues. 




KRCA 



FLASHES FROM THE FILM FIELD : Russ Hayden, producer of Cowboy G-Men 
and 26 Men, is putting two new series into production for 1958 — Young Guns (historical 
family-type adventure) and Caribbean, starring Sylvia Sidney . . . Bruce G. Eels has 
resigned as TPA's West Coast v.p. to become executive v.p. of United Artists. 

Screen Gem's newest cartoon series, Ruff and Ready, will be telecast on NBC at 
10:30 A.M. Saturdays, beginning next month. The first 13 episodes will show the cartoon 
characters (a dog and cat) adventuring in outer space. 
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NOW! 




icorr 



Here's the newest, most up to date and most comprehensive 
compilation of the important timebuyers in America — in one 
handy booklet. 

POCKET SIZE FOR EXTRA CONVENIENCE 

A compact 66 page booklet, TIMEBUYERS OF THE U.S. 
lists 783 agencies — in 165 different cities and the 1762 de- 
cision makers responsible for all the major time buys in 
America. It's an invaluable aid to station managers, station 
reps and all their sales force in the field. 

CATALOGUED BY CITIES 

TIMEBUYERS OF THE U.S. brings you the information you 
need for any area in the country at a glance: the city, the 
agency, the agency address, the timbuyer and the accounts 
he handles. It's a library of facts absolutely vital to your 
selling picture. 

PRICE $2.00 

COPIES ARE LIMITED. ORDER YOURS TODAY. 
QUANTITY RATES ARE AVAILABLE ON REQUEST. 



SPONSOR 

40 East 49 Street New York 17, N.Y. 

Please send me Q copies of the 1958 edition of TIME- 
BUYERS OF THE U.S. 



NAME 
COMPANY 
ADDRESS 
CITY 

□ Payment Enclosed 



STATE 
□ Please Bill Later 



■I 
I 
I 
I 
I 

E 




RATINGS: TOP SPOtf 



Top 10 shows in 10 or more markets 
Period 3-10 September 1957 

TITLE. SYNDICATOR. SHOW TYPE 



Highway Patrol (M) 



Sheriff of Cochise (W) 



State Trooper (A) 



Silent Service (A) 



Badge 714 (M) 



Doctor Christian (D) 



Whirlybirds (A) 



Men of Annapolis (A) 



Doctor Hudson's Secret Journal (D) 



Captain David Grief (A) 



Average 
ratings 



21.0 
17.9 



17.0 
16.7 
16.4 
16.3 
16.1 
15.9 



15.2 
13.9 



7- ST AT I 0 N 
MARKETS 



NY. 



L.A. 



7.1 9.8 



wrca-tv 
7 00|.in 

4.2 



kttv 
9:00pm 



10.9 

wabd kttv 
".OOptn 'J :30pm 



7.7 



7.2 

khj-tv 
SiflOpni 

8.8 



wrca-tv kttv 
IS MNljun 7 :30pm 

1 1.4 

kttv 

s :30pm 



8.9 

kttv 
7 :30pm 

4.3 6.8 

khj-tv 
7 :30pm 



wpix 
' :30pm 



4.2 8.2 

valx-tv knxt 
0:30pm 7:30pm 



7.8 

kttv 
9:30pm 



5- ST A 
MARKETS 



S. Fran. 



13.5 

kron-iv 

6:30pm 

12.5 

kron-t\ 
■ ; :(0pm 

1 1.9 

kpix 
7:00pm 



14.2 

kron-tv 
7 :00pm 



14.2 

k')ix 
9:00pm 



1 1.9 

kron-iv 
R :30pm 

15.2 

k*iix 
!i :30i)m 

14.2 

k-»ix 
10 :<)tlpm 



4 STATION MARKETS 



Boston Chicago Detroit Mtlw. MnpU 



Seattle- 
Phlla. T acorn a Wash. 



15.3 14.9 25.2 22.2 18.5 15.0 17.7 19.5 

whz-tv wgn-tv vvjbk-tv wtmj-tv k & I p - 1 v wcau-tv komo-tv wtop-tv 
!0:30prn s:00pm 9:30pm 9:30pm 10:30pm 7:00pm 7 :00pin 7:00pm 



14.9 17.9 17.9 8.7 

■■■■liar tv whhm-tv vvwj tv wtinj tv 
i;:00pin 7:.i0pm 10:00pm 10:.J0pm 



10.9 27.9 8.2 

ucau tv king tv v\rc tv 
7:00pm 7:00pm 10:30pm 



22.9 13.4 

wnac-tv wnbq, 
lO -.iOpm f» .3013111 



21.5 18.2 11.2 

vrnj tv kstn-iv wrcv-tv 
ft -30pm 9:30pm 10:30pm 



15.2 20.2 

wl>z-tv wnbq 
* :00pm 9 :30pm 



10.9 

■ ISP TV 

ft .30pm 



6.5 24.7 7.9 

util-tv klng-tv wlop-tv 
:30pm 7:30pm 10:30pm 



16.5 9.5 17.0 14.9 17.3 

ur-ae tv ugn tv wjbk tv kstp tv kinn tv 

fi-HUttm s :00pm 10:00pm 10 TiUpm 9 :: 30p m 



5.9 17.5 14.9 



8.2 



wgn-tv 
9:30pm 



wjbk (v 
10:00pm 



wtmj-tv 
10:iP0pm 



winal-tv 
C :30pm 



16.2 10.2 14.5 19.0 



14.2 23.3 



v.im tv wgn-tv wvvj-tY 
: 1,'llpm 9:O0pm 10:30pm 



wtm t\ 
!P::iilpin 



wcau-tv 
7 :onpm 



kinu tv 
s-30pm 



11.5 16.9 11.5 16.9 



wgn-tv 
9:30pm 



wjbk-tv 
10:00pm 



wisn-tv wceo-tv 
9 :00pm 1:00pm 



12.7 10.0 

komo-tv utop-tv 
9:00pm 7:00pm 



18.9 7.9 



• ni'r tv 
10:30pm 



vi:bq 
10:00pm 



20.5 11.2 

wtmj-tv kstp tv 
Oii|-.in 10:30pm 



15.9 11.9 



9.9 

vvjbk-tv wtmj tv kstp tv 
10:30pm 7:30pm S:30pin 



16.7 

king-tv 
S :30pm 



3-STATION Mint:' 



Atlanta Bait. I : 



18.5 19. 

waga-tv wmar-4 
10:00pm 7:00pn; 



19.2 17.: 



wsb-tv 
10:00pm 



whalt 

10:30p 



17.9 7.3 

wbal-t 
6:00pi 



waga tv 
10:00pm 



12.5 

wbal-t 

10:30pt! 



17.2 

wsb-tv 
10 :00pm 



17.2 

wsh-tv 
9:30pm 



16.5 26. 



waga-tv 
10 00pm 



vvmar- 1 
10:36pl 



12.9 8.6 

wsb tv nbal-tvj 
10:00pm 6:00pi| 



Top 10 shows in 4 to 9 markets 



Crusader (A) 

MCA 

Whistler (M) 



Frontier Doctor (W) 

HOLLYWOOD TV SERVICE 



Soldiers of Fortune (A) 



Esso Golden Playhouse (D) 



OFFICIAL FILM 



San Francisco Beat (D) 



CBS Fl LM 



Stars of the Grand Ole Opry (Mus.) 



FLAM I NCO 



If You Had A Million (D) 



I Search For Adventure (A) 



GEO. BAGNALL 



Superman (CH) 

FLAM I NGO 



18.0 



17.6 



16.8 



15.6 
14.9 
14.9 
14.5 
13.9 
13.5 
13.2 



2.9 

wpix 
If) :30pm 



6.4 

kttv 
9:00pm 



5.0 

khj-tv 
7 :30pm 



4.3 8.5 



WplX 

! :30pm 



kttv 
9:30pm 



5.7 3.9 

■ctis tv k f '.a 
" :00pm N :00pm 

13.5 

kcop 
7:30pm 

4.2 

wpix 
7 :!)0pm 



15.9 

kplx 
7 :30pm 



7.9 


1 1.2 




8.2 


vvnar-tv 


wwj-tv 




kstp- iv 


11 1,'jpiii 


9:30pin 




In :30pm 




8.9 


10.7 






vvwj tv 


■xrdx 





9:30pm lii-.tiupm 



16.5 

ucau-tv 
I", :00pm 



6.5 

wmal-tv 
n :30pm 



16.2 

« xyz t\ 
9:30pm 



18.5 

wcco-tv 
.i:i»]pm 



17.4 

king tv 
* :00pm 



14.4 

1'bz-tv 
7 :00pm 



14.7 

wcau-tv 
10:30pm 



16.2 13.5 



wgn-tv 
9:00pm 



wjbk-tv 
10:30pm 



8.5 

wxyz-t\ 
10:30pm 



4.9 

wttr; 

10:00pm 



16.9 

wnac tv 
•i:.'iOpm 



6.5 

will tv 

9 :30pm 



10.4 

wrcv tv 
10:30pm 



17.2 

wnuc-tv 
fi :30pm 



9.9 

w J t i iv 
d :00 pm 



7.3 

wbal- 
6:00p0 



14.0 9 5 

wmar-tiW 
7-0Oprt 



- 

7' 



Show type symbols: (Al ailventure; ICi comedy; (0) drama; (Doci documentary; ( K I kids 'Mi 
mystery; (Mu) musical; (S) sport; ISl'l Science Fiction; (W) Western. Films listed arc syn- 
dicated. Vi nr.. H hr. & hr length, telecast In four or more markets. The average rating I; 
an unweighted average of Individual market ratings listed above. Blank space Indicates film 



not l>ioad ast in this ma- k >t 3-10 September. While network shows are fairly stable fromV *» 
monlli to another In the markets In which they are shown, this Is true to much lesser eilent 1* 
syndica'ed shows. This should be borne In mind when analyzing rating trends from one montto 
another In this chart. 'Refers to last month's chart. If blank, show was not rated it all Id at i 



lo 



SPONSOR • 9 NOVEMBER 1957 



LM SHOWS 



ATION MARKETS 
jltra. Calumbui St. L. 



22.7 33.5 21.9 

Mi tr I'll <» knk tr 

»J0ptn '< !"pi» 10 OOpm 

19.9 25.2 12.4 

grw v v\lvn H k**l tv 

0 3Dpm '.' unpin I" :ft pm 

8.9 14.2 15.5 



ayw tr 



it . 0pm 

15.9 

kwk tv 
10 OOpru 



9.3 10.9 

•Op 01 

10.2 



16.2 

kMl tv 

111 OOptD 



11.2 22.9 15.5 



irnr tr 
Or in 

'j 8.9 

I w-tv 



\\bns t\ 
* 10pm 



ksd-tv 
lO.OOpir. 

16.7 

ksd-tv 

9 30pm 



8.2 16.0 

-vt tv \\bus tv 
' OOpm I" ""pin 



2-STATION MARKETS 



Dayton New Or. Prevld'te 



28.3 

y\Ur U 
!) Iiopm 

29.3 

wlirc tv 
v 30pm 

37.5 

Mhrr tT 

s ;,opm 

21.8 

vt l>r ■ iv 
10 OOpm 

25.3 

wbrc tv 
10 OOpm 



vthln t* 
S OOpm 



mKu t\ 
HI Olltnil 



29.3 38.0 26.3 

\\Jar tv 
10 .illpm 

24.3 

wprn tv 

7 OUpDI 



\\ 1\V il 

9 lOlun 



24.3 25.8 

MtHl! IV 

10 .lOpm 

31.3 

ndllt tv 

10 oopm 



uihu tv 
in lOpm 



33.0 32.3 

MlllO tV 

9 30pm 

20.3 

whlo t\ 
10:30)) m 



22.3 

\\1>*"I lv 

I it :00pm 

27.8 



whrc tv 

s .[Opm 10 :tOpm 



40.3 

» Imi tv 
:i OOpm 

19.8 26.3 

uhlo-tv ivtlsu tv 
10 mipm 



20.8 

\\ lllll 

'.' 10pm 

20.3 

«nnt 
* Sopm 



33.3 

whio t\ 
9 30pm 



15.5 26.3 



wlw-d 
10:00pra 



hwI iv 



17.3 

tvpro tv 
7 OOpm 



Tulsa rates 2nd in the nation in per 
capita ownership of personal auto- 
mobiles. Here's solid evidence that 
Oklahoma's No. 1 market is a rich 
market. Only KVOO blankets all of 
this rich market area, and gives you 
bonus coverage in Kansas, Missouri 
and Arkansas as well. Get your full 
share of this No. 1 market; get nil 
of it; get on KVOO! 




14.2 8.2 

mIu c ktvl 
ii mipm 9 .30pm 


27.8 48.3 

wlirc tv w«lsn - tv 
!i ommi S :30pm 


15.5 

wlw-c 
10 OOpm 


49.8 

wdsu tv 
S :00pm 


12.2 26.9 

kjw-tf nttn tv 
" OOpm !• JOpm 


26.3 

hIw d 
!> OOpm 


18.5 19.2 

»l>n> tv k*d-tv 
lo I5pm 10:00pm 


19.3 

wiw -d 
10 OOpm 




22.3 

wdSU tV 

, 9 Wlpm 


11.9 25.9 

wjw-tv wtms tT 
7 OOpm Hipm 


23.3 

whrr tv 
9 OOpm 




21.8 22.8 

nhrc tv ml 11 tv 
ii :00pm 1 :0Opm 


1 1.5 

ksdtv 
10:30pm 


34.3 

wdsu tv 
10 OOpm 


16.2 

knk-tv 
10:00pm 


20.8 

wdsn tv 
9 :3»pm 




23.5 

vdsu-tv 
5 :00pm 



The only station covering all of Oklahoma's No. 1 Market 

Broadcast Center • 37th Cr Peoria 

GUSTAV BRANDBORG 
Vice Pres. Cr Gen. Mgr. 

Represented by EDWARD PETRY & CO. 



HAROLD C. STUART 
President 




W M In other than top 10. Classification as to Dumb«r of stations In 
-j 1 ' 5 ! own - l >u ' se determines number by measuring which statlona 

jlulr received by homes In the metropolitan area of a Elven market 
u uch station Itself may be outside metropolitan area ef the market. 
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SPONSOR ASKS 



How did you create your 
prize winning radio commercial 





Joseph McDonough, creative super- 
visor, Cunningham & Walsh, Sew York 

Asking a man how an idea was 
created is like asking a man how his 
children were created. The answer is 
obvious, private, and possibly embar- 
rassing. Nevertheless, I've been asked 
that question about the creation of the 
Tower of Power idea for Texaco Sky- 
Chief Su-preme gasoline. 

Instead of creation, the word should 



it was a 

combination of 
desperation 
and revelation 



he a combination of desperation and 
revelation. 

It all happened during one of the 
many earl\ morning B. C. (Before 

CofTee) meetings all of us trying 

to figure out how we were going to 
introduce a new product. Sky-Chief 
Su-preme gasoline, without the bene- 
fit of a new package. This was a mer- 
chandising problem that ultimately was 
to be solved by advertising. We all 
were dedicated to the proposition that 
we would not paint the pump. (By now 
there simply wasn't a color left to use! 
At one point I had suggested making 
the purnp invisible, hut this was at a 
meeting very, very late at night.) 

As the coffee arrived, we had dis- 
carded Idea No. 10,342 as too expen- 
sive. (Put the pump in the middle of 
the highwa) no one would miss it!) 

I took a gulp of coffee — it was hot — 
very hot. I reacted vocally. "What 



the Empire State Building. I wished 
1 were there .... now if we could 
build a pump THAT BIG! 

"Why not build a pump twice as 
high as a regular one! It would be 

visible from the road distinctive 

(I looked again at the top of 

the Empire State the TOWER 

of the Empire State.) We could call it 

the Texaco Tower the Tower 

of Power!' 

Well. I told you the answer would 
be obvious private, and possi- 
bly embarrassing. 



Joseph Stone, ticv president and copy 
group head, J. Walter Thompson Co., 
A ew York 

When writing an Ed Gardner Duffy's 
Tavern commercial, as in any type of 
advertising, we start with the objective 
of pointing out certain reasons why 
people should buy our product. And 



w 



ice built our 
selling points 
into an 
entertaining 
'story line' 



these reasons must be concrete, factual, 
specific reasons — not just a lot of gen- 
eralities. 

Having these particular sales points 
in mind, we then set out to find a 
continuity device, a thread of thought 
which will serve as an over-all skeletal 
structure for the commercial. This can 
be a case where Duffy has a competi- 
did you say, Joe?" 1 was Joe. 1 tive car's salesman sitting with him at 



prices for him. This parallels the 
type of thing which Phil Silvers or 
Desi and Lucy might do vshen mapping 
out the basic idea for one of their 
shows. 

Once we have our "story line' 
worked out, we rough it out with the 
pre-determined copy points worked 
right into the structure. They're part 
of the "playlet,'' not just feature names 
sprinkled in. Add three or four good, 
quick jokes which tie in with the story 
and copy points features, and vou have 
a tight, informative, interesting, fun- 
filled minute of radio listening. 

This is easy-to-take commercial lis- 
tening but we feel it's harder selling 
than just about anything else we can 
do. It points up the fact that real 
hard-selling copy isn't the loud, noisy, 
easy-to-write and hard-to-listen-to 
shouting of some radio commercials. 
Instead, it is the hard-to-write and 
easy-to-take light, bright, fun-filled 
listening which keeps the listeners' ears 
open and refrigerator doors shut while 
your commercial is on the air. 



Robert C. Mack, rice president oj 
radio-tv, Grant Advertising, Inc., Detroit 
Let's say that our creative effort on 
these Dodge radio spots started first, 




looked out the window at the top of 
*Asked oj winners in the recent RAH awards 



his end of the phone, or where he is 
asking Archie to go out and shop car 



u e found a 
n ay to sugar- 
coat hard- 
selling facts 



not with an advertising idea, but a 
selling concept. Mac Mulock, vp 
and creative director. Grant-Detroit, 
summed this up as "a new way of look- 



50 



SPONSOR • 9 NOVEMBER 1957 



inj: ;it 1 1 it- Dodge car." and it \\a- 
arrived at In smiii' pretlv solid thinking 
and >*hrt-Mi il analvsis of the car market. 

Kw»entiallv this selling a|>|<roacli 
boiled down to this : '"If \ on re pav 1 11 •» 
lor a new ear, make sure \on gel one. 
Dont invest \ onr inotiev in a new car 
that's been ont-moded in >tvle and 
ciiginee 1 in<:." 

I hen came the creative job of in- 
terpreting this selling concept in terms 
of effective radio spots. First we eon- 
-idered all possible approaches devel- 
oped written commercial scripts ex- 
ploring these different possibilities — 
straight approaches, eonieth situations, 
jingle-, lint none of these seemed to 
hit. Then Ed Heatlv a creative kind 
of production supervisor at Grant. 
Detroit remembered a pair of rubber- 
voiced radio clowns named Joe Gentile 
ami Ralph Hinge who plaved host to 
must of Detroit ami W indsor some 15 
\ear* ago with a special brand of zany- 
ness peculiailv their own. So the de- 
cision was made: win not trv this 
coined) approach u<ing the Joe and 
Kalph character-? 

The re-t i- hi«torv. 

Great credit is due both planning 
board and client for the vision that 
told them if ever concrete, bard-sell- 
ing facts could be sugar coated, this 
had to be the wax to do it. ^ 



STATEMENT ItK(lClltEl) BY TirE ACT OF 
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i Till? 39. I'nltett Stales Code. Section 233) 
SHOWING THE OWNERSHIP. MANAGEMENT. 
AND CIRCCLATION OF 

SI'ONSOU. published weekly at Baltimore Miry- 
land for October 1. 195". 

1. The names and addresses of the publisher, 
editor, managing editor and business manager* 
are 

Publisher and Editor: Norman R Glenn. Mama- 
roneck. New York. 

\ 1,-e Pres. and Asst. Publisher- Bernard Piatt. 
Rye. New York 

Executive Editor: Miles David. New York. N Y. 
General Manager: Arch L. Madsen. Short Hills. 
N J. 

2. The owner Is: SPONSOR Publications Inc.. 
New York. New York. 

Stockholders owning or holding 1 percent or more 
of total amount of stock 

Norman it Glenn. Vlamaroneck. X Y : Elaine C 
Glenn, Mamaroneck. N. Y. ; Ben Strouse. Balti- 
more. Md. . Ruth K. Strouse. Baltimore. Md. : 
William O Nell. Cleveland. Ohio: Henry J Kauf- 
man Washington. 1). C ; Paeell Bloom. New York. 
N Y. ; Pauline II Poppele. New York. N. Y. ; 
Edwin D. Cooper. North Hollywood. Calif.: Henry 
J. Cooper. Brooklyn. X Y : Judge M. S Kron- 
helrn. Washington. D. C : Norman Reed. Wash- 
ington. r>. C : Allele l^ebowlti. Mclean. Va : 
J. 1'. Williams. Dayton. Ohio: Jerome Saks. Wash 
lngton. D C. : Catherine E Koste. Hawthorne. 
N Y. : William B. Wolf. Washington. D C ; 
Harold Singer. Washington. D. C. : Bernard Plan. 
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3. The known bondholders, mortgagees, and 
other security holders owning or holding 1 percent 
or more of total amount of bonds, mortgages, or 
other securities are: NONE. 

4 Paragraphs 2 and 3 Include. In cases where 
the stockholder or security holder appears upon 
the books of the company as lruste« or In any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee Is acting: 
also the statements In the two paragraphs show 
the affiant's full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, hold 
stock and securities In a capacity other than that 
of a bona fide owner. 

V The average nuinher of copies of each Issue 
of this publication sold or distributed, through the 
malls or otherwise, to paid subscribers during the 
12 months preceding the date shown above was: 
7*70 (Tills Information Is reoulred from dally, 
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only.) Weekly 

Bernard Piatt, Vice Pres and Asst. Publisher 
Sworn to and subscribed before me this 5th day 
of September. 1957. 
SEAL: Laura Oken 

(My commission expires March 30. 195S. ) 





STANDARD OF ACCEPTANCE 



NEWS ON 6 is important daily business at WCSH- 
TV in Portland, Maine. It takes the best news staff 
in the Northeast, and a lot of words and film to 
cover 14 tele-newscasts from 7:25 a.m. to 12:30 
midnight. But Channel 6 viewers expect and get 
professional news handling. 

NEWS ON 6 consistently tops all tele-news in area 
polls. Ask any Weed-Television man about ratings 
and availabilities. 



WCSH-TV 

PORTLAND, MAINE 




Planned and Manned for Service 
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National and regional spot buys 
in work now or recently completed 



CHANNEL 4-SIGHT 




SPOT BUYS 



. . . when yau're seeking a 
solid buy on the fabulous 
Golden Spread. 
Now over 100,000 TV sets 
and nearly 200 million dollars 
in retail sales. 

Power: Visual 100 KW 
Aural 50 KW 
Antenna height 833 feet 
above ground 
Use Channel 4-Sight — Ama- 
rillo's Specialized Television 
Station. 




KGNC-TV 

CHANNEL 4 

AMARILLO, 
TEXAS 

CONTACT 

ANY *""'"•-•-». 

KATZ MAN "***-*-.. 



TV BUYS 

Bourjois, Inc., New York, is planning a Christinas push for its 
Ev •erring in Paris perfume. Campaign kicks off 2 December for an 
intensive three weeks. Minute announcements for both da) time 
and nighttime segments are being purchased on tv stations in 111 
cities; frequency depends upon the market. Natalie Core, fashion 
editor of NBC TV's Home Show, will be featured in the film com- 
mercials. Buying is not completed. Buyer: Dianne Newgarten. 
Agency: Lawrence C. Gumbinner Advertising. ?Sew York. 

North American Philips Co., Inc., New York, is preparing a pre- 
Christmas campaign for its Norelco shavers. The November-Decem- 
ber schedule will run for six weeks. Minute announcements for 
late night and early evening periods, with varying frequency, are 
being sought. Buyers: Charles Eaton and Jayne Present. Agency: 
C. J. La Roche Co., New York. 

RADIO BUYS 

Stephen F. Whitman & Son, Inc., is planning a holiday cam- 
paign in 64 markets for its confectionery line. 20- and 30-second 
announcements for early morning and evening during December 
will be slotted — with a male audience in mind. Average frequency: 
12 spots per week per market. In 14 of the markets, the agency is 
testing the effectiveness of various e.t. s for future campaigns. Buy- 
ing is not completed. Buyer: Mary Hartinan. Agency: N. W. 
Ayer & Son. New York. 

National Cranberry Association, Hanson. Mass., is entering ma- 
jor markets for its cranberry products. The November schedule will 
run for four weeks: two weeks on, two weeks off, two weeks on 
again. Minutes will be scheduled 7:00 a.m. to 7:00 p.m., Monday 
through Saturday: frequency will depend upon the market. Buver: 
Trow Elliman. Agency : BBDO. New York. 

Ceneral Electric Co., East Cleveland, is conducting a November 
campaign for its flash bulbs in some 50 markets. Minutes are being 
placed during both daytime and nighttime segments, with varying 
frequency. Buyer: Ken Allen. Agency: Grey Advertising, Inc.. 
New ^ ork. I Agency declined to comment. I 

RADIO AND TV BUYS 

Ford Motor Co., Dearborn. Michigan, is purchasing schedules for 
its dealers to introduce the 1958 Ford. Over 1,900 radio stations 
and over 300 tv stations will be used, with close to a S2 million 
budget. Lengths of schedules will vary considerably, depending 
upon the dealers themselves in each market. In radio, minute e.t.'- 
will be scheduled during earlv morning and late afternoon: in tv. 
20- and 60-second films will be placed during prime time. Buving 
is not completed. Media Supervisor: Michael LaTerre. Agenev : 
J. Walter Thompson Co.. New York. 
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Only subscriptions for 
advertisers or agencies 



are eligible. 



J ti >. 1 {ill out ihi- <*iiclo>od rou- 
|»ou or «.ond us I In* n.-iuic*. and 
addro.-se* of those lo whom 
you'd like SPONSOR deliv- 
ered. We'll do lilt* re>t and 
bill ton later. 



To give yon the deepest insight into tin* entire 

broadcast industry — there's no publication like SPONSOR. 

Just §3. 00 a year per subscription Mill briu** 52 in- in lit 
packed issues to the folks win \uint to fa\or. So put SPONSOR 
on your Christinas list. It's a gift that evervone will thank )oti for 
because it's the \erv best kind of "ift — 
vour interest in another's future. 



SPONSOR 

40 East 49th Street New York 17. N Y. 

Please send a year s subscription of SPONSOR in my name to the following 
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A pictorial review oj local 
and national industry events 



PICTURE WRAP-UP 



0Sk 





Kids' Stuff: Jack Grogan 1 1. ) , pgm. mgr. 
of W \BD. and Bert Clatter (r.). producer of 
Romper Room, discuss popular children*- 
-how. "Mis- Joan" Thayer, it- -tar. looks on 




5 \ 



Don't knock the Rock: New -port- an- 
nouncer on WTYJ iii Miami i- Rocky Marci- 
ano. The former boxing champion is shown 
with Jack Cummin-, WT"\J*s -ports director 



V 




Three men on a car: '1. to r. i Rill Wil- 
liamson, W RZ. Boston; Rob \nderson. 
RRDO; and James Wagstaff, of De Soto, re- 
new friendships o\er E)e Soto- Plymouth new 
models at the Providence \rmoiy. where the 
Chrysler Corp. had a showing for it- dealers 



Ride 'em, Grocer! The Cisco kid ap 

peared at the Oklahoma Retail Grocers Assn. 
convention at Oklahoma City Fair Grounds. 
\s-ociation spon-ovs Cisco Kid on KWTY 





Royal Canadians: CiiCllT\, Hamilton, Ontario, hosted this ail-media group from Y&R 
on a tour of its market. Front row. 1. to r.: Rob Irving (Media Buyer), Terrv Harwood 
(Media Buyer). Doreen Dunlop f \«-ociate Supervisor of Media). Kathleen Kearney (Media 
Buyer), Frank Collins (Media >upeni-or Montreal), Eileen Rap-on (Media Secretary). 
Back row, 1. to r.. Ray Peter- (CHCIl TV Commercial Mgr.). G. T. Rerthon (vice presi- 
dent), George Lamonl (.Vs-»c. Supervisor of Media), Jeanette Pre-kv (Media Secretary). Bill 
France- (Media Buyer). Doreen Maflatl I Media Buyer t, and Marv Leger I Media Buver) 



Color Carnival: Judy Hall was selected 
Mi-s KMT\ Color for the color festival 
-taged by the station. Dealers cooperating in 
the promotion sold all their color -ets 




News and Idea 
WRAP-UP 



ADVERTISERS 

Item Congli Medicine will rmplia- 
?ii/.<' repet itioii in tlirir "*l{«'iiiein- 
l»er Hem" campaign over radio 
and tele\ i.-i»n this season. 

I?u<li. r ct for the nt'w campaign, han- 
dled l>\ I , aw renct* C. Cuiiilmiurr. vvill 
Iu> the hi«hi>t in the prtxluct'.- historj. 

1'he campaign, which starts this 
\\ce\ in 27 markets, i* the result of 
nine month-" pre-te-tiii" h\ the agenc\ 
and Hlork Drug. 

I Miillipp-V an Ucni!*cii is jioing in 
<|iiite heavily this \car in a spe- 
cial Iv Christmas promotion. 

The campaign includes: 
I I I 5hirle\ Temple 3 -hot- on 
NT A. 

(2l T\ -pots on 125 stations. 

1 3 1 .\HC"s Suspicion. 9 and 16 
December. Costs are estimated around 
82! 10.01)0. 

Undio will he used as part of South- 
ern California Kdison Co.'s drive to 
aehie\e 70 million consumer impres- 
sions per month. 

FalstalT has the e\chisi\e radio rights 
to the San Francisco Giants baseball 
game-. The contract runs through 
1900. 

A "first"" for tin- crayon industry : 
\rt Cra\on Conipam campaign will 
use t\ spots as the basis of its consum- 
er ach ertising. The campaign will run 
in X. ^ . and Philadelphia. 

Reynolds Metals Company ga\e a 
cocktail part\ to announce to the trade 
piej-s in New ^ ork this week its new 
merchandising stunt a 1957 Christ- 
mas "Hinting license." 

Sara Lee will sponsor a 1 3-nnnnte 
segment of Tex and Jinx over 
i\BC. daily from 18 November. 

The Inn i- for eight weeks. 

Western Air Lines is one of the 
first advertisers to buy newspaper 
space to merchandise its tv spots. 



AGENCIES 

JWT has got a wedge into the lush 
American Home Products* hn.-i- 
o.ess. 

It - taken o\er the Bo\ Ie-\lidwav 
di\ i.-ion of tin- drug giant from (»c\er. 
Ihidgct: \bout >■.") mil I ion. 

The (Chicago nllice of JWT al-<> ju-t 
added a new one: Seah. with a buduct 
of about si million. 

Both Brjlerccni and Eno lunc 
been imm'd In tin- Harold K. 
Kitchie Co. to K&K from Ather- 
ton & Currier. 

The two products are billing about 
>C> million, w ith Br\ lcreeni a heavy 
user of tv sp»t, 

Success story: Khiii-Van I'ictcr- 
Mmi-Diinlap. Milwaukee, is celebrat- 
ing its 50th \ear in business. From a 
two-man art studio it has grown to be 
Wisconsin's largest agency. 

More than 200 clients and agency - 
men from .">() agencies have en- 
rolled in KWTs Hollywood telex i- 
sion course. 

Agency appointments: Cheshire 
Advertising Associate's. Hollywood, 
for Victor J. Xoerdlinger. importers of 
Tobler Chocolate s Hero pre-enes and 
other gourmet products. Radio adver- 
tising is being placed with kF \C. L. \. 
. . . Kenyan and Fckhardt. New 
^ ork. for Brylcreem and Eno Spar- 
kling Antacid, by Harold F. Ritchie. 
Inc. . . . William Warren. Jackson 
•S" Delaney. V. ^ .. for Contour 
Lounge-Chair. Inc. . . . Fred Gardner 
Company. X. ^ .. for Pilgrim Laundrv 
of Brooklyn. Spot radio will be used 
. . . Bennett Advertising. Raleigh. 
X. C. by station \VR \L-TV to handle 
its advertising. 

Job notes: Doris Majeska. busines- 
manager and assistant to Robert W a hi. 
radio-tv director, for Cohen & \leshire 
. . . Lncien C. Kondot. director of 
marketing research department of 
h'etchum. MacLeod & Gro\e. Inc.. 
Pittsbnrch . . . Doindas C. ."Man-on. 



Brightest Screen 

in Central and Eastern 
v NORTH CAROLINA / 
for tales results 4-1 



m 




HERE'S WHY IT'S YOUR BEST BUY: 

MORE VIEWERS 

7U. / 

in every ARB survey of the 
Raleigh-Durham area 

MORE COVERAGE 



* + DURHAM 

RALEIGH * _ «t 

/l^i , .I/- v GRCtNVILLC, 




... a total of more than 

2 Million Population 

1f}# more for your money 
than Station A 

21 7# more than station B 

Get the full picture 
on 
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WRAL-TV 

TOP POWER CHANNEL S 

RALEIGH 15$ N. C. 



Represented by HR 



3rd TV MARKET 

in 

PENNSYLVANIA 

. . .and only WJ AC-TV real! y 
covers this rich Southwestern 
Pennsylvania area. . . . 

• Over a million TV homes! 

• 41-county coverage with 
20 key counties showing 
80 to 100% coverage! 

• Proved audience prefer- 
ence^ — WJACTV leads in 
7:00-11:00 P.M. periods 
105 to 7 over Station "B" 
. . . has 24 out of the 25 
top night-time shows. 



SERVING MttUONS FROM 
1 f -..TOP. THE AILEGHENIES 




JOHNSTOWN ; CHANNtLf6 



Get full details from your KATZ man! 



ROANOKE 

60 County Coverage 

V 

VA. | M 
POWER v^N. C. y HEIGHT 

Television's Top Programs 





Ask Your "Co/one/" at 
Peters, Griffin, Woodward, Inc. 



to the creative department of The 
| Joseph Kiit/. Compart) . . . Robert II. 
Rankin. copv director of Cahell 
Fanes, Richmond. Va. . . . Jean 
(lurry, elected assistant secretary of 
Cunningham & W alsh . . . Robert R. 
Kihriek. director of media and 
hroadeast planning at Richard K. 
ManofT. \. V. . . . E. J. Owens, vice 
president, on special assignment at 
Compton . . . Frank Martello, super- 
visor of the commercial production 
department for Ken) on & Eckhardt 
Chicago office . . . John Reavis. di- 
rector of Ceorge Ration Agency's Oak- 
land office . . . Charles A. Winches- 
ter, acct. exec, with Doherty. Clifford, 
Steers & Shen field. N. Y.. which he is 



lejoiuni' 



Robert P. MeMahon. 



account executive with The Rumrill 
Conipam. Rochester . . . Paul Da\ is, 
media director for McCann-Erickson's 
L.A. office . . . Robert Guggenheim 
and Ralph Yanibert, vice presidents 
for MacManus, John & Adams" L.A. 
office . . . Paul Zapped, media direc- 
tor: Harriet Olguin, senior copy- 
writer and Robert Gross?, account 
executive for Core Smith Greenland, 
N. Y. . . . James A. Miller, radio-tv 
director and Morris L. Milstein, pro- 
duction manager for Joseph Katz. Bal- 
timore . . . James K. Graham to 
Reach, McClinton as producer for In- 
ternational Eatex commercials. 

^ NETWORKS 



NBC will introduce magnetic tape 
in both color and black and white 
with the advent of daylight sav- 
ing next April. 

Operation of six new color tape re- 
corders plus ampex machines at that 
time will eliminate use of kinescope 
and lenticular film processes. 

NBC TV is adding a half-hour 
strip of Kitty Foyle to its daytime 
schedule. 

The Henry Jaffe office will produce 
the series. 

Dodge is sponsoring a five minute 
sport package featuring "Crazy Legs" 
Hirsch over NBC Radio "Nighlline." 

Keystone lias added to its affili- 
ates: WJOl. Florence, Ala.: WBTA. 
Augusta, bii,; K.BCL. Bossier Citv. 
La.; WARE. W are. Mass.. and KERV, 
Kerrville. Texas . . . ABN has added 
as affiliate W CRT, Birmingham. Ala. 



. . . NBC officially assumed owner- 
ship thh week of W'JAS AM -KM, 
Pittsburgh. 

Personnel moves: Norman Baer, 
formerly of A. P. and I.N.S., in charge 
of Mutual s news and special events 
department . . . Robert Pauley and 
Nicholas J. Pitasi to ABN as ac- 
count executives . . . W illiam Dozier 
rejoins CBS TV Hollywood as gen- 
eral program executive in charge of 
live programing. He'll he responsible 
for Playhouse 90, Climax! and Studio 
One as well as specials . . . Harry T. 
Floyd, manager of television network 
sales for NBC's v\estern division . . . 
Everard Kidder Meade. Jr., vice 
president in charge of corporate in- 
formation services for CBS . . . 

ASSOCIATIONS 

What they said: 

( 1 I Here are the two reasons 
Clarence Eldridge (speaking be- 
fore ANA Convention) gives why 
the marketing manager should be 
an advertising man: 

'"First, because while advertising is 
only one of the components of the 
total marketing function, it is . . . the 
most important component . . . upon 
advertising there devolves the most 
important single purpose of all mar- 
keting activity — the building of busi- 
ness through the establishment of 
strong and loyal consumer-franchises. 

"Second, partly because of its tran- 
scendent importance to the whole mar- 
keting function, but even more he- 
cause of the very nature of the adver- 
tising process, the top marketing man 
must himself understand advertising — 
and not depend upon subordinates, no 
matter how highly placed, to prov ide 
that understanding." 

(2) Lansing B. Lindquist. of 
MeCann-Erieksoii. speaking be- 
fore the ANA Convention: 

"Today the radio networks, hav ing 
put their backs to the wall with no 
where to go except forward, have gone 
a long way forward. There is no 
doubt that network radio todav is pro- 
gramed, scheduled, and priced more 
intelligent!) than ever before in the 
historv of the medium. 

NARTB president Harold Fellows 
intends to press bis fight for the 
open courtroom, even though a 
special American Bar Association 
Committee thinks radio, tv and 



WDBJfr 

CHANNEL T 

ROANOKE, VIRGINIA M 
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newt-paper pi n > l < »<i 1 s ought to 
lie banned. 

Fellows plans to ask fur an oppor- 
tunity to present the radio-t\ ind te- 
rn's raw before the \li \'s eotneti- 
tion in Atlanta. 

A»»neiation notes: The Al'A lias 
formed a special committee to iniple- 
inent llie U'V-KCC joint prnjeet to 
combat mitmtliful ad\eiti>ing . . . 
K All's members are in overwhelm- 
ing agreement tliat National Radio 
Week 1057 was tin* most successful to 
date. The event will he repeated in 
1951! . . . NAKTIJ IV Code Review 
Hoard meets I"? \o\ embrr for a work- 
shop session with the Alliance of Tele- 



\ ision Mini 

iiiiis. 



inducers in 



Ik 



n or iv 



FILM 

Zi\ reports nnteh activity on the 
foreign sales frniit. 

According to Ed Stern, head of 
Zhs international di\ ision. the past 
two months have been the biggest in 
the division's histon . Contracts have 
been signed involving 13 program sc- 
ries in eight different countries. 



iNTA launched ;in aeeelerated two- 
nionths sales onmpaign for its new 
Champagne feature film parkage. This 
group, eulled from 20th Century Fox, 
Stanley Kramer and other leading pro- 
ducers, numbers 74 motion pictures. 

The films, which are all first-run on 
tv. include Mich favorites as 77ie Bells 
of St. Mary's. High Xoon. My Friend 
Hicka, and Uncle Harry. 



Program Promotions • WCAIJ-TY. 

Philadelphia, promoted the recent 
premiere of The A'eic Adventures of 
Charlie Chan b\ attaching a poster to 
a rickshaw and sending it through the 
ct nter of the city at peak hours. The 
rickshaw was imported from the 
Warner Bros, lot in Hollywood where 
the series had been filmed. 

As a roult of the response gained 
through this novel program kick-off. 
the station expanded its rickshaw co\- 
erage and for the next few weeks the 
rickshaw will tour the towns of Wil- 
mington. Del., Camden, and Trenton. 
M. J., and Readiiic. l'a.. all within 
WCAU-TV s coverage area. 



COMMERCIALS 

Here's ARB's commercial popu- 
larity ranking lor September: 



It \ N K 


< IIM M I.IK 1 \l. 


1 


) latitat** l!eei 


2 


I'iel's Hecr 


:\ 


|)od»e 


i. 


\\ iiiston 


.) 


>eldtU 


fi 


Alka Selt/er 


7 


Kord 


^ > 


Hallantine 


[) 


Kraft 


10 


Chrjslei 


10 


fleneral Kleetrie 


10 


He\ Ion 


10 


Snow d rift 


1 1 


Chesterfield 


14 


Tillsburv 


16 


TalslalT 


17 


Ze-t 


18 


National Rohemi 


19 


Rudweiser 


10 


l \ o rv 


19 


l'l\ mouth 



Sonietliing dilTerent in formats for 
presentation of live commercials 
from Seattle: 

Tv spots for Kessaniin. McKesson & 
Robbins reducing formula, feature 
■"testimonial letters"' to personalities on 
an early morning show o\er KINC-TY. 
The letters are from mythical rela- 
tives (Aunt Melissa. 1 ncle Slim) of 
the show's performers and tell how 
Kessaniin has helped them. 

The Friendly Croup of radio t\ 
stations have bought a 50'/ interest 
in Colmes-Wei renratb 1'rodnctioiis. 
Inc.. Chicago, producers of radio and 
tv film commercials. 

TV STATIONS 

They did 20^ more viewing at 
night and 101- more during tin- 
clay the first nine months tif 1957 
compared with 1956. according 
to 'INK. 

Here is the breakdown in terms () f 
homes : 

Avg. evening program Home? 

1955 5.747.000 

1956 6.757.000 

1957 0.077.000 
Avg. daytime program 

1955 2.1 of. 000 

1956 2.050.000 

1957 2.920.000 



New York City is trying to get the 




WESTERN MARKET. Immed.o-e 
ovailobilily 640 million acres, 
cultivated by 33-ycarold radio 
station. Ideal for increasing sales 
in 302 cauniios af 12 siaies. 
Market furnished wilh 4 million 
year 'round listeners. Purchase 
includes lap nclworlc programs 
and papular local shows. A really 
aulslanding lime buy! 

Represented nationally by 
HENRY I. CHRISTAL CO., INC. 

KOA ^ 



DENVER 



A^ 5 



One of America's g reat radio stations 
50,000 Walts 850 Kc 




fir*'- 



Only ONE is atop the 

Continental Divide 

Serving both the Atlantic and 
Pacific Sides of America 

KXLF -TV4 -:- Montana 
Butte • 

East— The Walker Co. 

West — Pacific Northwest Broadcasters 
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t\ networks and independent sta- 
tions to pay a sales tax on films 
telecast in and from i\ew ^ ork. 

The networks argue that such a tax, 
which is 3'c, is unfair, since onlv part 
of the receiving audience is in New 
York. They have suggested paying hut 
5'f of the 3' r tax rate. 

The sales tax lias been in effect for 
theater films, the distributor collect- 
ing it from the individual theater pay- 
ing it to the city. 

Peoples Broadcasting lias pur- 
chased KYTV. Sioux City. Also 
WNAX. Yankton. S. I). 

The deal with Coules involves S3 
million. 

KVTA > purchase puts Peoples in 
the tv field. 

WX V\ is the fifth radio station in 
the Peoples chain. The others are 
WGAR. Cleveland: WTTM. Trenton. 
\. J.; \V\1M\. Fairmont, \Y. Va.. and 
\\ II FIX Worthington, Ohio. 

Advertisers will not be able to spot 
a 30-second commercial in chain- 
breaks on NBC u&o stations. 

NBC Local Sales' explanation: The 




WOAL-TV FRIDAY 12 NOON — 1:30 P.M. 

ci.ap;- 

Distributors tor Associated Artists ■ Productions Corp 
345 Madison Avenue. MUrray Hill 6-2323 H NEW YORK 
75 E. Wacker Dr., DEarborn 2-2030 I CHICAGO 
1511 Bryan St., Riverside 7-8553 I OAUAS 
9110 Sunset Blvd., CRestview 6-5886 10S ANGELES 



assortment of 30-, 20- and 10-second 
breaks will offer greater flexibility 
for the buyer. 

Station notes: KFEO-AM-TV, St. 
Joseph, Mo., has been purchased by 
the KFEQ Broadcasting Company 
fioin the Midland Broadcasting Com- 
pany. Isadora and Jesse Fine are the 
new owners . . . New stations: 
W BOY-TV, Clarksburg. W. Va. 
(Friendly group); WKST-TV. 
Youngstown, Ohio ( Everett-McKin- 
ney); WINK-TV, Binghamton (llol- 
Iiughery) . . . WJIM. Lansing, has 
opened its new Flint studios. 

New personnel: John K. Porter- 
field, station manager of WJMR AM- 
TV, New Orleans, and vice president 
of the Supreme Broadcasting Compa- 
ny . . . John B. Garfield, sales man- 
ager of WJW-TV. Cleveland . . . 
Charles M. MeAbee, Jr., general 
sales manager of KMOX-TV. St. Louis 
. . . Robert Guy, program director 
of KTXT-TV. Seattle-Tacoma . . . 
Jaek C. Ware, news director of 
WOOL-TV. Phoenix . . . Dave Lee, 
director of advertising and promotion. 
WTCN AM-TV, Minneapolis-St. Paul 
. . . Ted Nelson, manager of KFEQ. 
St. Joseph, Mo. 

Transferrals: CBS Spot Sales: 
Ray Beindorf, from Chicago to New 
York: Robert H. Perez, from San 
Francisco to Chicago; Frank Beaz- 
ley, from Hollywood to San Fran- 
cisco. 

RADIO STATIONS 

The six CBS-owned radio stations 
have set up a new, simplified and 
uniform rate card, effective Dec. 1. 

The six new cards will: 

(1) Furnish simple net-cost -per- 
unit-dollar rates, which can be easily 
multiplied bv the number of broad- 
casts to arrive at total billings. (All 

I figures in the new rate cards are in 
whole dollars.) 

(2) Revamp time classes to three 
! only (A, B, and C). 

I Steven Allison, who stars on a late- 
night show over WWDC, Wash- 

I ington. has an answer for spon- 
sors who doubt that ratings mean 
sales. 

Allison asks his listeners to send 
him their sales' slips when they buy 
from his sponsors. He says he has 



been getting quite a number and is 
turning them over to the advertisers. 

The Geuting Company, Philadel- 
phia show cbain, has come aboard 
radio's bandwagon in a notable 
way : 

• They've signed for the biggest 
news package in Philadelphia radio 
history. 

• They've used newspapers for the 
past 50 year». 

Gordon MeLendon, in an editorial 
series over KLIF. Dallas, KTSA, San 
Antonio and KILT, Houston, criticized 
the Administration for laggardness in 
missile development. 

His suggestion: J. Edgar Hoover is 
the man to be put in charge of a 
crash program immediately. 

WBT. Charlotte, is sending out 
braille program schedules to 
blind people in the area. The sta- 
tion is inviting all blind listeners to 
submit their names for the mailing 
list. 

Station notes: California Farm 
Network now includes 10 radio sta- 
tion outlets in its line-up, with one in 
or adjacent to the top 25 agricultural 
producing counties in the state . . . 
Edmont Sonderling. who owns sta- 
tion WOPA in Oak Park. III., and 
KXEL in Waterloo, Iowa, has pur- 
chased 50,000-watt WDIA in Mem- 
phis, Tenn. Price: SI million . . . 
WBDR is the new 1.000-watt radio 
station for Bradenton. Fla. 

Mary Dunlavey has joined W1BG. 
Philadelphia, as sales representative. 
She was formerly with Aitkin-Kynett 
as radio-tv media consultant and with 
Harry B. Cohen as broadcast media 
director. 

Faces in new places: Dan Curtin. 
sales manager and Robert Griffin, 
public relations director for WTRY, 
Albany, and WGRB. Schenectady . . . 
Norman J. Keats, assistant manager 
of KFXM, San Bernardino, Cab, and 
Glenn Lockbart. assistant manager 
for the KFXM Bakersfield station . . . 
Maitbiud L. Jordan, station man- 
ager for KOMO. Seattle . . . Dan 
Schmidt III. sales manager of radio. 
WGSM. Huntington, L. 1. . . . Bob 
Austin, program director for KSDO, 
San Diego . . . Don Stewart, sales 
manager for KAFY. Bakersfield. Cab 
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. . . Arue I'ctcr.*oii. iiiamijirr ol 
KCAV Salem, Ore. . . . .Milton H. 
Klein. sale* manager of KKWM, Mol- 
ls \\ OOlI. 



Peters. GriUin. Woodward has 
made ('. L, (Lud) Richards its 
Director of Sales l)e\ elopuieiil 
for radio in .\e\s ^ ork. 

In hi* former enpjicitv as a national 
§ecount executive for II AH Richards 
called on national advertisers. 



Broadcast Time Sales salesmen 
from ei$»ht regional olliees are 
making the i-onmls of agencies 
with tape reeorders in tow. 

I lie rep firm is running olT for hav- 
ers the feature programing of the >ta- 
titms it represent?, ami reports excel- 
lent >ales results. 

NBC Spot Sales* Southern repre- 
sentative. Romur Assoeiates. has 
appointed Clyde L. Clem vice 
president and assistant to the 
president. The firm is expanding 
operations in the South. 

Clem was foriuerlv radio-tv account 
executive for Grant Advertising. De- 
tioit. 

NBC Spot Sales" latest presenta- 
tion. "Spot Radio, the All-Media 
Accelerator,*" is aimed at automo- 
bile manufacturers. 

The presentation makes these points: 
• Suburban families, a prime tar- 
get for the automotives. are reached 
more effectively by radio than news- 
papers, since circulation of most met- 
ropolitan papers drops sharply in most 
suburban areas. 





WKLO 

LOUISVILLE 



HERE 




LOUISVILLE'S 
Best 

AIR 

SALESMEN 



ENTUCKIANA 



1L 
® 



ISTENS 




FOR RESULTS 



N 1080 KC 

Programs and People 
That Produce 



Personnel changes: Frank Web- 
ber, now an account executive on the 
radio staff of Edward Petry & Co. in 
New ^1 ork. Webber was previously 
with Gill-Perna . . . Thomas W. Cor- 
lett succeeds Val A. Best as general 
manager of Hill F. Rest . . . John L. 
McGuire new manager of Clark A. 
Brown Co. in Denver. 
New appointments: Broadcast 
Ti iiics Sales now rep the following 
North Carolina stations: W AYS. Char- 
lotte: WCOG. Greensboro: WISE. 
Asheville: WMSJ. Sylva: WK1M. Wil- 
mington. ^ 



JACK BENDT 

DAVE BROCKMAN 
PAUL COWLEY 
TOMMIE DOWNS 



WILSON HATCHER 
BOB HENRY 
RED KIRK 

JIMMIE LOGSDON 



Represented by John Blair Cr Company 
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r v / SELL IN 
\ ' ST. LOUIS 

E The only May to reach 

JJ—'' tins vast Country and 
H extern market 



3*5 



770 

KILOCYCLES 



1000 WATTS 
CLEAR CHANNEL 




NBC AFFILIATE 





PADUCAH, KENTUCKY 



570 KILOCYCLES 

SERVING 
5 

STATES 
WEST 

KENTUCKY'S 
MOST 
POWERFUL 
STATION 

Represented by the 
JOHN E. PEARSON CO. 




CLIP A DIP 

{Continued from page 29) 

the \( j ar when tv talent cost> as well 
a- time rate- will lia\e to level ofl. 
Concern over costs is at a peak. 

\s the radio-tv v. p. of one agenev 
told sponsor: "Our client is very net- 
work t\ -oriented, hut in recent meet- 
ings with top advertising and sale* 
v.p.'s. all -howed concern over the cost 
of the medium. In some ways, network 
tv could he most vulnerable if budgets 
stop growing, because the initial in- 
vestment is making single-client show 
sponsorship almost impossible. \et the 
structure of network tv still depends 
on having a certain number of clients 
bankrolling complete shows.' 

Clients are taking pencil and paper 
in band and figuring that thev/re pay- 
ing up to 50'v commissions on their 
network tv shows: There's a 10'r com- 
mission to the talent manager, another 
commission to the talent agents like 
\\ illiam Morris or MCA. a commission 
to the packager and a 15 f r overw rite 
on the entire show to the agency. 

Some clients warn that some of the 
top star attractions hav e already priced 
themselves out of regular shows bv 
making excessive demands. But talent 
agents still bank on one-shot appear- 
ance* as bigger source? of income. As 
a result, musical and variety formats 
particularly will have a hard time at- 
tracting big names during the next 
year unless the industry pulls together 
on holding the cost line. 

A number of small-budget air media 
advertisers feel that spot radio may 
benefit from any budget cut-backs, if 
these become necessar) . The low pric- 
ing of the medium combined with the 
need for saturation impact upon con- 
sumers in times of harder sell give 
spot radio an advantage over more ex- 
pensive media. The boom in both net- 
work and spot radio this year may 
hav e been a tip-off to greater economv - 
mindedness on the part of clients. 

Spot tv can make itself more attrac- 
tive to smaller clients by holding to 
the current rates and bv offering more 
packages speeialh tailored to individ- 
ual advertisers, thev feel. 

• Package foods, generally less re- 
sponsive to any cut in consumer spend- 
ing, will concentrate their attention 
on increasing their share of the mar- 
ket. Air media will be used in two 
ways: ( 1 1 network for over-all product 
selling; (2) spot for an increased 
number of local price promotions. 



'A\ r e see general optimism among 
our clients about the 1958 sales out- 
look, says Jack Cunningham, presi- 
dent of C&W. ''Hut traditionally, when 
there is anv sign of leveling off, adver- 
tisers who sell package goods will fight 
harder at the outset of a bard-sell peri- 
od. Heav y industry, like Alcoa, might 
cut back its air advertising. Durable 
goods feel the pressure next, but most 
of them realize that that is the time of 
opportunity for the advertiser who 
keeps up his effort. The trick isn't to 
cut back, but to sell more efficiently in 
terms of media and more persuasively 
in terms of copv ." 

• All air media clients will use their 
agencv s extra services more extensive- 
ly. In the case of network advertisers, 
an increased number will require these 
services without extra compensation 
and in return for their show commis- 
sions. Tougher hargaining will be the 
rule of the day. 

But bargaining or not, clients will 
be using all forms of research from 
media research to copv testing more 
thoroughly than before. Thev will 
require more merchandising carry- 
through on the part of the agencv and 
stepped-up show promotion and pub- 




PRODUCTS FOR YOUR 
TV AND ART DEPT. 




"STORYBOARD" PAD 

The pod that has big 5x7 
video panels thot enoble 
you ta make man-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 

No. 72C— Pad Size 14x17" 

(50 Sheets — 4 Segments on Sheet) 

No. 72 E— Pocket Size 6% x 8V4" 

(50 Sheets — 1 Segment on Sheet) 



Temkins TELEPAD 

Most popular TV visual pad 
with 2V2x4" video ond 
oudia panels on gray back- 
ground. Each panel perfo- 
rated 



No. 72A— 19 X 24" 

(SO Sheets — 12 panels on Sheet) 
No. 72B— Pocket Size 8x18" 

(75 Sheets— 4 panels an Sheet) 

VIDEO PAPER 

Sensationol new poper far 
TV ortists. Mokes on ordin- 
ary pencil line vivid ond 
colors fust popl Write for 
sample. 

FREE SAMPLES 
FOR THE ASKING! 
Write on your letterheod for 
200- page catalog af art sup- 
plies. "An Encyelapedio af 
Artists Moteriols" 



2.50 




3.50 



2.00 




ARTHUR BROWN & BRO. < 

2 West 46th St., New York 36. 
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licit) services anil ihinkiug. 

Ka'iMT Uuininimt. for in»lauee, i- 
i„.w con-idering an additional -how 
piiiinolion budget ihroirgli ^ s\l{ t<» -np- 
plemenl tin- network ptiblie'tlv. 

• Vlme |.ii*-iin' will be |>nt ii|"in 
tin- media ihetu-elve-. networks ami 
stations- IikiIi, to contribute menhan- 
di-ing and promotion cam -through. 
\\ hilr circulation will -lill be the main 
factor in a nu'ilia deei-ioti. clients are 
l.eginning l«» bring pre— tire lo bear on 
Ration- ihroiigh the client sale- force 
ami dealer- for tin- -latum management 
In c..o|)t'rati> on promoting campaign-. 

• Miami loimmnrial* for two or 
moii' brand- of tin' -ami- rlimit will l>t' 
n*ed more often in tin- m'\t few 
month-. Main package good- adver- 
ti-ei> parlicularlv an- finding tin- an 
elTeelive wa\ to amorli/e tin- high cn-t 
of network and -pot t\ bulk 

\ related trend i- the marketing of 
combined packages, -nth a- a sinning 
cieam and -dun ing lotion in an min- 
ium -priced single package This trend 
*U*m> both from the new eniphaM- 
upon price promotions and upon the 
fact that it stimulate- sale-- of two 
product- -iniultaneou-h . 

In line with package goods commer- 



cial-, new fealuie- -nch a- pla-tn 
sipice/c bollli- or novel di-pen-ei-. aie 
I,— likeb to lie tin- subject nf an enliie 
c.Hiiiiiercial in the ncai future. \bne 
often -neh fealuie- will he incoipo- 
rated a- a pin- into ci.unuercial- -lie— ■ 
iim the \ alue of the product il-df. 

"\\r"\e -ecu a rate phenomenon in 
the ecouoim dining lh'' pa-l three In 
fne \ear- and ihi- pha-e nun -lowh 
draw to a close if lh'" current pinch 
deepen-." a Met lanieKrick-ou market- 
ing e\ecuti\e lold M'nWm. "Thi- 
ll-end i- the -elling and ail\erti-hig "U 
die ha-i- of packaging and " oin eiiience 
feature- rather than -filing ihe prniliiel 
it-elf. In a free-pending econonn a- 
we have known it. ihi- approach i- 
xerv -iuce>-ful. lint if 'on-nmer in- 
come -tops growing, the e\pen-'ne 
media like t\ particularly will have l<» 
he n-ed mo-t eflicientU to -ell the in- 
trin-ic \ alue- of the product. ' 

• The majority of air media aiKer- 
li-er- and their agencie- -ee in t\ and 
radio the aiheiTt-ing impact that could 
halt am deepening of a downward 
sale- i iinc. -hould lhi> occur. 'I hex 
al-o feel that at the beginning of such a 
downward trend, the level of -pending 
in air media would not onl\ be likch 



A MARKET 



I aiulain. bill iilighl be -depped up 

in ; Ifnil In tnuibal ill*- -low down. 

Ihe-e aie I In* wax- lo u-e I lie air 
media agaiu-t a net— inn. .eiimhug 
lit iiio-I admen e\pei ienceil in lighting 
|i-uipoiar\ -ale- -Innip- for llieir coin 
panic- : 

1 . | (mi l i nl bai k ihe air lnnlg«'|. 
V In n -elling i- tougher, il ii-nallx <o-l- 
,,„,,,. in make a ih.llai -ale. Itnl wilh- 
mil ihal evlra elfmi. an adxerti-ei 
take- a chance ..n deepening hi- droop- 
ing -ale- i line lo a il.lllgei nil- decree. 

2. 'I i \ new media l oinhiiial ion> lo 
f'.l \oiii new -ilnalii'ii. lor in-lain e. 
Iliiirii- of iW'i-weck -p"l ladin -alura- 
lii.M- have helped a«Keni-i r- pull up 
lagging -ale- ciirxe- in ironhle ana- 
before. 

\. I -e ihe ageui v - re-can h fai ili- 
tie- and -'-nice- lo tin- fiilh-l. In lime- 
when -ale- are harder to make, il - 

more important than ever t ake ihe 

iiMi-l efficient media choice dii laled b\ 
through re-ran h. Il'- more important 
to n-e ihe r.o-l appropriate and p«-r- 
-ua-'nc enpv theme. \nd. il becnine- 
inore iinportaut lo earn through wilh 
nierchaudi-ing and in-torc di*plax re- 
minder- of even adv eili-ing campaimi 
lo iii-ure product iileulifu alioii. ^ 





WE DON'T BELIEVE thai advertisers know the whole truth 
about KGNC marketland 

WE DO BELIEVE that advertisers oucht to kn. w the whole 
truth about our gas ..nd o,l a d their byproducts, aboul 
our cattle, cotton, wheat, gram sorghums and ot ,er stable 
income sources 

WE DO BELIEVE that advertisers oufclu !•> ki» w ihal for 
the past 5 venrs Amarillo has consistently rat k. d amonc 
Ihe lop 10 metropolitan areas in the nation, with the 
highest per capita retail sales 



STANDARD RATE AND DATA says Amarillo is the 157th 
market in population among the nation's markets, but 

That KGNC is blessed with a fabulous 
sales area encompassing SS2.100 people, 
more than in the nation's 19lh metropol 
itan market. 

There is no market within a 250 mile 
radius of Amarillo rated in the first 100 
markets. 

That each week more than one-half 
million people in and around fabulous 
Amarillo listen to KGNC. 



L ,-t vour cntiv be in any f rm vou desire It r„ h. a 
suci;estion for a trade publication campa C a r..l 
presentation, a brochure whatever way v th, k 
best to eel the st ,rv acr ■« It s up to y i 
Amarillo is a sprawhnc cr sttt.. t r,s g a.e . id.-rl 
u„l, untohl wealth It s an .1-1 s, rs t, us U e 
other people - kn ,w In m..nv ways Am.ui l . is i d 
,o the n, lions t .p metr-f l't->» markets that are 
b.ughl aim, ^t automat,... s In nat.on 1 a 1 -rtis.-rs 
when they want f hU k. . t e< utlry V f rl„ ,t,lv. 
many of these .dv-rtis,,. s' , lv onh m.tr i in 
areas with a ter denes lo v.rl, k t e wealthy, he ,1 y 
Amarillo metropolit in area 

Tins ,s an p P rtun.U f T % Of N'f ^ *W 
merely bv g.s.ni; us lh. riuht s. lut, • t . or problem 
Our judges are 5 i the m ^1 imp rtanl a'v.-ms, c 
evecutises in the r >ui H\ He, .oive s me I ll.-e peo- 
ple may be acquai lances of \ .urs. and U-ctu-- ve 
Hi i l w ant pers nalities to 1* a f ictor .n our c te.l. 
t ach entry will be identified nly with a code number 



$2500 

REWARD 



In order lo help us tell this story, 
we are going to pay ?2500 to the 
person who comes up wilh the right 
solution to tins problem. 



s*>oil your entry lo 
Ihe ollfU'On ol 
Jock I Hon. Monogcr 



KGNC 



AfionlU, Ttiot 



before rnidn'9 ht December III. 
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M 




we deliver 
1000 



ike this 
for 31c 



uch prettier, actually, from, a sponsor's point of view, because 
these ladies buy! And at WVN J you can talk to a thousand 
of them (and their families) for one minute at a cost of only 31c. 
Same rate for men, too. 

Most advertisers know that the New WVNJ has more listeners 
than any other radio station broadcasting from New Jersey. As 
a matter of fact — almost twice as many as the next 2 
largest combined.* 

•Source — Hooperatings Jan. — Feb. — New Jersey 

Most advertisers know the quality of this audience — for the new 
programming concept of playing only Great Albums of 
Music has brought the station thousands of new and potentially 
better buyers than ever before. 

Most advertisers know, too, that WVNJ delivers this audience 
at less cost per thousand than any other radio station not 
only in Jersey but in the entire metropolitan area as well. 

That's why WVNJ is the hottest radio station in the New 
Jersey market — bar none. Get the facts and you'll 
make WVNJ part of your advertising day. 




Represented by- 
Broadcast Times Sales 
New York OX 7-1696 



WVNJ 



Newark, New Jersey 
Radio Station of the Newark Evening News 
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If hut's happening in U. S. Government 
that afjecls sponsors, agencies, stations 



WASHINGTON WEEK 



9 NOVEMBER 
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SPONSOR PUBLICATIONS INC. 



Assaults by industrial radio services oh tin- I'M hands and even on VIIF I «»!<*- 
vision were foreshadowed this week (the FCC has extended its deadline for filings mi 
speetnim allocations until Nov. 2r>) . 

The petroleum industry, railroads, and other industrial users of radio fre- 
quencies arc definitely preparing to tell the FCC that FM radio has not cnnplit 
on as expected, that many allocations arc lying idle, and that they need the«e frequencies 
to conduct tlicir businesses. 

The City of Burhank and the Association of Police Communications Officers, 
on the other hand, leveled their fire at the VIIF tv allocations. 

Burhank and the police took tlie position that FM broadcasting has begun to move re- 
cently and that the public is entitled to its hi-fi listening. 

The cure for that, they claim, is to take VIIF away from tv entirely. Their filings 
said that the safetv of life and property is the paramount interest, in anv casp. and that the 
VIIF part of the spectrum is better suited to civic uses. 

The FM people, meanwhile, are making efforts to mount a strong counter- 
attack. They have begun contacting Congressmen, as well as amassing their arguments for 
presentation to the FCC. 



Tv production isn't moving west all by itself. U.S. population appears to he heed- 
ing Horace Greeley, too. 

The Census Bureau reports that since the 1930 census the 11 far west states ha\e 
enjoyed a 23% increase in population, from 19.600.000 to 21.100.000. Population of 
the nation as a whole increased only 11^ in the same period. 

Numerically, however, the Midwest had the largest increase. 5 million, hut 
the 12 North Central states in this area had a percentage gain of only ll f '. The North- 
east lagged with 6% and an increase of 2 ly o million. Arizona. Nevada, and Florida 
gained at the fantastic rate of 40°?, while California hit 27T. 



Sen. William Longer (R», N.D.) reports that the people of Bartlesville. Okla.. 
where wired tv is being tested, feel as he does about the nndesirability of pay t\. 

The Senator wrote 1,800 Bartlesville families that he didn't like pay tv and asked them 
to tell him how they felt about it. 

Sen. Langer gave the returns as follows: 1,533 against pay tv in any fashion: 
204 didn't like pay tv in principle, but were using the Bartlesville system; and 116 were for 
pay tv. 

Some of the latter chided the Senator for calling the thing they were paying for in 
Bartlesville "pay tv." 



The Federal Trade Commission and Lanolin Plus have come to an agreement 
under which the company voluntarily agrees to stop scaring young girls. 

The FTC had objected to Tv commercials warning young girls that detergent sham- 
poos will burn their hair and dry it out. Lanolin Plus accepted a consent order which 
does not carrv an admission of law-breaking, but which close* the ca«e with something 
verv much like an agreement to cease and desi*t. 
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the audience 



From Massachusetts to Long Island, sign on to 
sign off, every day of the week, WNHC-TV, Hart- 
ford-New Haven, delivers DOUBLE the COMBINED 
audience of competition: 

• 267.3% greater than Hartford 

• 342.3% greater than New Britain 

Ask Katz for proof: ARB, Hartford-New Haven, 
June 8-14, 1957; Nielsen, NCS #2, 1956. 





WNHC-TV 

HARTFORD-NEW HAVEN, CONN. 

Channel 8 

ABC-TV CBS-TV 

Represented by KATZ 

Operated by: Radio and Television Div. / Triangle Publications, Inc. / 4-6th & Market Sts., Philadelphia 39, Pa. 
•WFIL-AM • FM • TV. Philodelphio, Po. / WNBF-AM • FM • TV. Binghomton, N. Y. /wHCB-AM. Harrisburg, Po. 
WFBG-AM • TV. Altoono-Johnstown, Po. /WNHC-AM • FM • TV. Hartford-New Hoven, Conn. /wUBR-TV. Lebonon-Loncoster, Pa. 

Triangle National Sales Office, 485 Lexington Avenue, New York 17, New York 



6-i 
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'rimtt? un gnepp 




( Dried apples with dumpling and ham slice) 




Pcitnsijliiaiua Dutch 'fauorilfs 



THE VIEWING IS "WONDERFUL GOOD" 

Viewers are eating it up...WLBR-TV's great programming. 
Proof from Trendex: 

Average Share of 

Rating Audience 

WLBR-TV 16.2 32.6 

WGAL-TV 21.4 43.0 

WHP-TV 3.1 6.2 

WTPA-TV 2.8 5.7 



THE COST IS "WONDERFUL LOW" 

And smart timebuyers are discovering that V/LBR-TV 
delivers LEBANON, LANCASTER, HARRISBURG and YORK 
at ONE-SIXTH the cost of nearest competitor! Blair-TV 
Associates has the amazing, dollar-saving facts. 



Source: Trendex. Five-City Area, August 1357 





. . . AMERICA'S NUMBER 1 UHF MARKET 



a triangle: station 

WLBR-TV 

LEBANON - LANCASTER, PA. 

Channel 15 
INDEPENDENT • WORLD'S BEST MOVIES 

Blair Television Associates, Inc. 



Operated by: Radio and Television Dlv. / Triangle Publications, Inc. / 46th & Market Sts.. Philadelphia 39, Pa. 
WFIL-AM • FM • TV, Philadelphia, Pa. / WNBF-AM • FM • TV. Binghamtan, N. Y. / WHGB-AM, Harrisburg, Pa. 
WFBG-AM • TV. Altoana-Johnstown, Pa. / WNHC-AM • FM • TV, Hartford-New Haven, Conn. / WLBR-TV. lebanon-lancasfer, Pa, 
Triangle National Sales Office, 4 8 5 Lexington Avenue, New York 17, New York 
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Slill another chemical account is reported shopping for a new agency. 
This one's latest network tv venture has hcen faring hadly rating-wise. 



A New York station whose "trouble sheets" often run to as much as two pages over 
a weekend can lay claim to hitting the jack pot. 

It aired minute commercials for Bond's and Barney's Clothes hack to back. 



The next agency mergers you'll read ahout probably will involve: 

• A Baltimore agency, and 

• An old-line Chicago agency that pioneered in radio but hasn't been active in the air 
media since the advent of the tv era. 



Visiting stationmen are made to feel right at home when checking in at one of 
the Madison Avenue rep offices. 

If the visitor is from the South, the secretaries assume a Scarlett O'Hara drawl; if 
he's from New England, they sound like cousins of Titus Moody. 



Skiatron at a recent stockholders' meeting let the cat out of the bag as to the 
company's eventual objective in pay tv. 

Said a Skiatron officer: Our big source of revenue will be the advertiser. We'll 
sell him IBM cards for insertion in receiving sets; he can distribute them as premiums 
to his customers. 

Admen, incidentally, raise this question about pay tv : Who's going to pay the 
amusement tax — the viewer, the system's operator, or the advertiser? 



Madison Avenue programing executives regard the feud now raging between the 
Directors Guild and the technicians union over studio production authority as 
both juvenile (and dangerous to) live tv's dwindling share in New York. 

Ask frustrated admen: Haven't these fellows any pride in their craft? 



One thing Milton Biow left behind him in the agency world was an intense 
loyalty. 

A timebuyer in an agency now loaded with ex-Biowites describes the school-tie spirit 
thus: "When they talk of their Biow past, their eyes glisten and they look off in the 
distance as though they r were hearing the blare of trumpets and the roll of muffled drums." 



Scratch the memories of veteran agency accountmen and they'll recall some of the 
strange ways advertisers have gone about terminating agency associations: 

• The president of a cigarette account was so miffed at the agency's top brass that he 
broke his ties with a twodine letter bearing only the name and address of the 
agency. (The grapevine beat the letter in getting the news around.) 

• An agency wined and dined the ad manager of a $10-million account on the eve of a 
cruise. As an agency official was bidding him bon voyage, the ad manager said, "Oh, I 
almost forgot to leave this letter ending our pleasant association." 
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YOU'LL SCORE WITH "JAXIE... 



Best Buy in the South's 
Great $l 1 / 2 Billion Mar- 
ket! 




Basic NBC Affiliation 

Represented by 
Peters, Griffin, Woodward, Inc. 




Channel 12 

Jacksonville, Florida 



Home of the Gator Bowl 





Plan your Meeting where there is C. A. (controlled 
attractions). Your delegotes will attend and enthuse over a 
sojourn to the finest year around Convention Center featuring 
the best in golf (two 18-hole courses) indoar ond outdoor 
swimming, tennis, Skeet ond Trop shooting, fine food and 
entertainment, plus world-famous Minerol Waters and Baths. 

All these attractions ore part of the French Lick- 
Sheroton, and thereby ot yaur control — no outside influences 
ta detract from that all-importont Meeting. 

Your delegates deserve the best— give it to them. All 
inquiries appreciated and answered promptly. 

Completely air-conditioned 
guest rooms, convention 
and meeting focilities 



CONTROLLED ATTRACTIONS 




FRENCH LICK- 




FRENCH LICK, INDIANA 



471 

mi Mio-wtsrs finest 

CONViNTION RESORT HOTEL 
WITH All CONVENTION FACILITIES 




For Reservations or Literature 
Write to: 
FRENCH LICK HOTEL 

PHONE LD 113 



AT&T 

{Continued from page 33) 

Time, came about because of produc- 
tion time required for the science pro- 
grams. 

First envisioned as a monthly pre- 
sentation, it became evident in early 
stages of "teience series planning that 
the show's physical demands would 
make this frequency impossible. 

AT&T and N.W. A)er executives en- 
gineered this solution: use the science 
films as "spectaculars'' and sponsor a 
lower-budget weekly tv show of a dif- 
ferent type. New shows were thought 
of and package shows were examined 
by the score. The Stories oj John Nes- 
bitt. formerly run on network radio 
and in the movies as The Passing Pa- 
rade, was selected for sponsorship by 
the high-prestige company. 

Time-slot difficulties beset the pro- 
duction at the beginning. It started at 
6:00 p.m. Sundays over CBS TV in 
April 1956. When it was up for re- 
newal in March of this year, Telephone 
Time ratings were averaging 18.8. The 
audience potential at that Sunday time 
slot wasn't great enough, however, and 
a move was made to ABC TV, opposite 
Playhouse 90 on CBS and Lux Video 
Theater on NBC. Competition proved 
too stiff and the program was again 
moved — to its present 9:30 p.m. Tues- 
day spot in June, where ratings for the 
first half of 1957 have averaged 17.0 
(Nielsen total audience I . 

The value of star names has been 
proven by the performance of Tele- 
phone Time ratings. YA hen well-known 
theatrical personalities are featured 
and the program gets full promotion 
support, ratings are quick to rise. 

Greer Garson scored 24.1 Nielsen on 
the show 10 September; this is the 
highest rating Telephone Time has had 
on ABC to date. Bette Davis starred 
in Stranded on 9 May and the program 
scored a 14.0 Nielsen. A repeat of this 
show, however, scored a 17-plus. Stars 
are used on the average of once a 
month now for billboard purposes. 

Kadio engineering: Despite AT&T * 
hea\ \ venture into tv as of last season, 
radio continues to play an important 
role in the firm V broadcast advertising 
picture. The company s famed Tele- 
phone Hour has been on the air 
steadily. 52 weeks a year, since 1940, 
except for a 17-week hiatus this sum- 
mer. 

Popularity of Telephone Hour was 
evidenced when an earlv-1957 storv in 
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THAT WESTERN FEVER'S SPREADING Yep, folks of every 
type got that old western fever 'n they're all listenin' 

to KXLA, Los Angeles' most listened to (and most 
powerful) 24-hour country and western music station. 




Delivering 

MOR 

MORE 
MORE 



on channel 




Your Katz Representative 
will tell you more 




NEW ORLEANS 




IN THE 

CRESCENT CITY 



a New York daih .-tated the show was 
going to be discontinued. Hundreds of 
letters from faithful listeners flooded 
the AT&T offices. Mimeographed peti- 
tions titled "Sa\e the Telephone Hour" 
were e\en circulated in midtown res- 
taurants, and "we .-till don't know who 
was behind it." states a company 
official "but the demand for program 
continuation was there!" 

Coiiimerciul engineering: Commer- 
cials used by AT&T are broken into 
four general categories: 

1. institutional, dealing with re- 
search and technological advance- 
ments: 

2. equipment, pitching the use of 
colored, wall and extension telephones; 

3. long distance, selling (a I the en- 
joyment factor in hearing, long dis- 
tance, from relatives and friends, and 
lb) the econoim factor inherent in 
business use of Ions distance calls: 

4. recruitment, earning the "Bell 
is a good outfit to work for'' theme. 
The recruitment commercials are used 
stricth on the science programs. Long 
distance pitches are made on the 
Science Series and Telephone lime. 
The institutional and equipment com- 
mercials are used on all three broad- 
cast media programs. 

Yellow Pages advertising, a separate 
division in the AT&T advertising pic- 
ture, is run infrequently on Telephone 
Time. Spot tv is the primarv medium 
used for these commercials. In 1956 
the Bell System associated companies 
used 18.400 spots and over 700 pro- 
gram spots for Yellow Pages plugs. 

Financial engineering: sponsor es- 
timates AT&T spent S2 1 o million in tv 
time (gross) during 1956. SI V-i mil- 
lion in the first half of 1957. Alloca- 
tion of these costs, according to an 
AT&T official : 

The associated Bell System com- 
panies and AT&T's Long Lines Divi- 
sion pays for Telephone Time. Long 
Lines pays one-third: the balance is 
pro-rated among the companies on the 
basis of the previous \ ear's gross 
operating revenues. 

Bell System Science Series is paid 
for w ith 10' < from Western Electric 
and the balance is pro-rated among the 
associated companies, including Bell of 
Canada and Long Lines. There is one 
exception. Bell of Canada provides its 
own network and doesn't share in the 
I .S. network costs. ^ 
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You Can't Sell Em If You Don't Reach Em 

and WJAR-TV Reaches More Of 'Em 
in The Providence Market 



SUMMARY DATA 



CALL 


TELEVISION 


MONTHLY 


WEEKLY 


LETTERS 


HOMES 


COVERAGE 


COVERAGE 


WJAR-TV 


1,186,410 


593,890 


539,130 


STATION B 


706,140 


448,390 


430,370 



*WJAR-TV Area Per 
NCS No. 2, 1956 




7 FALL RIVER • 

^WJAR-TV 

CHANNEL 10, PROVIDENCE, R.I. 

a 

Represented by Edward Petry & Company, Inc. 
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PRIMARY 
MARKET 



400,000 people in the 
Ann Arbor area respond 
primarily to local radio. 
It's a huge market AND 
NOT ADEQUATELY 
COVERED BY OUTSIDE 
STATIONS. 



ANN ARROR 

AREA 

Includes Plymouth, 
Ypsilanti, Livonia and 
23 important industrial 
communities in Michigan. 

FIRST in PULSE 

Most recent Pulse 
indicates WHRV's strong 
superiority... 18 firsts 
(half hours) out of 24. 

WHRV 

1,000 watts abc 1600 kc 

Major league baseball, 
University of Mich, sports 
Detroit Red Wing Hockey 

6:00-9:00 A.M. Joe and Ralph, 
famous in Mich, area 



.0 



Write for special merchandising 
plan or contact: 

BOB DORE ASSOCIATES 

National Representatives 
the door is always open . . . 



Tv and radio 
NEWSMAKERS 





Bob Dore Assoc., 420 Madison Ave., N. Y. 17, N. Y. 

* JUNE 'Be PULSE 



Harold B. Rorke, who was radio and tele- 
vision director for J. \\ alter Thompson in 
Chicago, has been appointed an account 
executive and member of the Plans Board 
of Keves, .Madden & Jones. Chicago. Previ- 
ously he spent three years at McCann- 
Frickson. in charge of the advertising for 
Swift's Canned Foods, and Mead Johnson 
& Company's Pahlum baby food products. 
After graduation from Stanford University, Rorke was an editor 
on the staff of several Los Angeles newspapers, and later managing 
editor of the Los Angeles Daily News. He was also director of 
publicity in Hollywood for CBS. A Legion of Merit was awarded 
Lt. Col. Rorke for wartime service as deputy officer in charge of 
the Air Force component of the War Department Bureau of Public 
Relations. He is a member of the Press Club of Washington. D. C. 

Eugene P. Weil, a veteran broadcaster, 
has been promoted to national sales man- 
ager of the OK Group. These stations in- 
clude WLOK. Memphis: KOAK, Lake 
Charles; KYOK, Houston; WXOK, Baton 
Rouge: and KOPY, Alice, Texas. Weil will 
be headquartered in Memphis, where lie 
will continue to direct WLOK in addition 
to his duties as OK national sales manager. 

Upon accepting the appointment, Weil said. "This is a tremendous 
challenge and one that 1 welcome. The OK Group Stations are all 
top rated, have splendid success stories, and reach a population of 
over 2 million Negroes in four southern states. It will be a pleasure 
to meet with the timebuyers and account executives on a national 
level and tell them the OK Group story embodying the buving traits 
and habits of the Negro people in the deep South." 

Harry T. Floyd has been named manager 
of television network sales. Western Div i- 
sion, for \BC. He will report to Charles R. 
Abrv. manager of eastern sales. Flovd has 
served as a television network salesman 
since he first joined NBC in 1947. Before 
that he was. in turn, sales manager of the 
Princeton Film Center in Princeton, N. J.; 
eastern sale- manager of the Commercial 
Film Div ision of Walt Disney Productions in N. Y. : product man- 
ager and assistant to the v ice president in charge of merchandising 
of Johnson & Johnson, New Brunswick; advertising manager of 
Interwoven Stocking Company (New Brunswick) and advertising 
and sales promotion manager for Wadier Bros, department store in 
Fort Worth. Texas. Flovd attended Kansas State College, and is a 
member of the Radio-Television Executive* Society. In his new 
position, he will be located at NBC's Hollywood. CaL offices. 
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GEE! 



'm going to buy that candy!" 

He was watching WGN-TV's top rated "Bugs Bunny and Friends" 
at 6:30 P.M. along with 881.758 other children and adults. 
(A.R.B.. September, 1957. 13.4' j). 

Top programming to deliver you the right kind of audience is 
our business. 

That's why Top Drawer Advertisers use WGN-TV 

Let our specialists fill you in on some exciting WGN-TV case histories, 
discuss your sales problems and advise you on current availabilities. 



Put "GEE!" in your Chicago sales with 



WGN-TV 



CHANNEL 9— CHICAGO 
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The Frey report 

\geneies who are sloughing off national advei Users" re- 
view of the compensation system as ''a tempest in a teapot," 
are jn>t ducking reality. The concern over the 15^ system 
is .-.prions ami widespread, and client analysis of agency serv- 
ice and compensations will he thoroughly documented when 
the final Frey report comes out around the first of the year. 

Too many agency executives bristle at the mention of this 
agency study. Yet major national elients don't necessarily 
>ee it as a compensation-cutting move. Some feel they may 
end up spending more for a nnmher of services. But one 
fact is certain: the majority of clients is intent upon arriving 
at some .-eientific and fair method of compensation. 

Agencies would do well to arm themselves with more facts 
light now against the day when elients finish studying the 
conclusions of the Frey report. As the year draws to an end, 
agencies can take a closer look at their cost accounting fig- 
ures for each client, analyze their operating cost and search 
for fat that could he trimmed. But most important of all. 
this is the time for them to gather facts ahout their operations 
that will help clarify the negotiations to come. 

The promotion manager: 1958 model 

Several hundred station promotion executives (all mem- 
bers of Broadcaster's Promotion Association) opened our 
eves last week-end with a super-duper seminar that did high 
credit to themselves and their stations. The BPA, now in 
its second year, is proving that the tv and radio station 
promotion manager is an executive par excellence. 

We've gleaned the notion somewhere along the line that 
promotion managers have secondary billing at most stations. 
The things w T e saw at the BPA seminar, and the men and 
women we met, belied that impression. Included in the 
agenda were marketing talks by men like Ben Wells, vice 
president in charge of sales and advertising for 7-Up, Frank 
Brady of Cohen & Aleshire, Jeff Abel of Henry J. Kaufman 
and Al Farber of J. Walter Thompson. 

Obviously the BPA, which proves how well promotion 
managers can operate on their own, has important meaning 
for air advertisers. To the extent that promotion managers 
are recognized by their station management and allowed 
to function to their fullest capacity, sponsors will benefit. 
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THIS WE FIGHT FOR: Radio, both net and 
spot, has failed to publish figures on client ex- 
penditures. Now with a softening of national 
economy, advertisers have got to have concrete 
figures upon which to base their decisions. 



lO-SECOND SPOTS 

Ivy League: Len Firestone, of Zi\. 
tells this one: Two admen were walk- 
ing up Madison Avenue when one re- 
marked. "Hey. isn't that a beautiful 
sunset! 1 ' "Yeah." said his friend, "but 
isn't it too bad it's on the West side." 

Unmasked: Note to those 1.200 ac- 
count execs and timebuyers who are 
wondering who was the sultry-voiced 
feinme that did the "weather girl'" take 
off in that record announcing the move 
of John Blair Tv Associates to 415 
Madison Avenue: It wasn't Monroe, 
it wasn't Mansfield — it wa* Jennie 
Snell. in charge of sales development 
for Blair Associates. 

Come and get it: According to the 
contract Los Angeles tv station KRCA 
has with the Mt. Wilson Co.. it is 
obligated to feed wild life in the area 
of its transmitter atop Mt. \\ ilson. 
Last Sunda) night set the record for 
guests — 18 raccoons showed up for 
dinner. Don't let those guest stars 
go to waste — put 'em on the air! 

Beeper bard: Straight news i* not 
enough at some stations: here's a com- 
mentary in verse by Bob Sheehan of 
KXOX, St. Louis, news staff, titled 
"Ode to a Sputnik": 
Twinkle, twinkle, little ball, 
Aint you got no fear at all 
Floating up there in the air 
Without a thing to keep you there 
Zooming 'round the earth so fast 
i on just get there, then you're ]>ast. 
Keeping trackers in a tizzy. 
Tell me, Sputnik, ain't you dizzy? 
But if you're weary of your orbit 
And just no longer can absorb it, 
Don t just drop down anywhere. 
Fall on Krushchev — he put you there! 

Reaction: When WVEC-TY, Norfolk, 
Ya.. began its educational tv program 
recently, a listener phoned and sug- 
gested they check their equipment 
"because there's some funny stuff com- 
ing over my set. Looks like some kind 
of school business." Maybe we just 
don't want to be educated. 

Fan: From \\ CIA. Champaign. Ill- 
comes a release about a Jimmy Dean 
fan named B. H. Dameron who. each 
morning, tapes the Dean show through 
his t\, then feeds the tape through a 
50-watt amplifier svstcm on top of his 
windmill so be can listen to Jimmy 
Dean wherever he is on his o5-acre 
farm. "If I didn't have such a good 
bunch of neighbors." Dameron says, 
"they'd have had me locked up long 
ago." Yes sir, best bunch of out-of- 
horne listeners in Illinois! 



Look What's Happening 
Down in "Big D" 



WFAA-TV 

THE NEW LEADER! 



* American Research Bureau Reports: 
^A/FAA-TV P~iflA& m netW01 "k Vs - network television 



WFAA-TV 



shows with Channel 8 leading 
more nights than any other Dal- 
las-Fort Worth Station! (7-10 
PM) 

^{jfJSt/ * n network plus local shows, with 
Channel 8 leading more nights 
than any other Dallas-Fort Worth 
Station ( 5-to SignofT » 



WFAA-TV L~'waT, with more viewers weekdays from 

3 to 6 PM than any other Dallas- 
Fort Worth Station. 

•ARB, Sept., 'ay 



See Your PETRYMAN For The Complete Story 




DALLAS CHANNEL 8V-^ 
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My Mommie 
Listens to 

KOIL' 




Omaha's 
Most Listened to 
Station 

Mornings - 34.1 
Afternoons - 34.8 
HOOPER-Sept.-Oct v 1957 




If results are a must. . . So is KOIL 



[3©Q 



A Vital Force in Selling Today's Omaha 




